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Ethical  values  are  rooted  in  age-old  concepts  of  fairness: 

Treating  people  as  you  would  like  to  be  treated.  Giving  people 
their  “due.”  Respecting  their  rights,  beliefs  and  well-being. 

Today,  the  Principle  of  Exercising  Fair  Play  is  an  important  part 
of  Gannett  newspapers’  pledge  to  readers: 

•  We  will  treat  people  with  dignity,  respect  and  compassion. 

•  We  will  correct  errors  promptly. 

•  We  will  strive  to  include  all  sides  relevant  to  a  story  and  not  take 
sides  in  news  coverage. 

•  We  will  explain  to  readers  our  journalistic 
processes. 

•  We  will  give  particular  attention  to  fairness  in 
relations  with  people  unaccustomed  to  dealing 
with  the  press. 

•  We  will  use  unnamed  sources  as  the  sole 
basis  for  published  information  only  as  a  last 
resort  and  under  specific  procedures  that  best 
serve  the  public’s  right  to  know. 

•  We  will  be  accessible  to  readers. 

These  points,  coupled  with  others  in  the  Gannett 
Newspaper  Division  Principles  of  Ethical  Conduct  for 
Newsrooms,  guide  journalists  at  our  73  community  news¬ 
papers.  We  do  not  expect  readers  to  applaud  everything 
we  report,  but  we  do  want  that  reporting  done  in  a  climate 
of  fairness  that  helps  ensure  credibility. 

For  at  the  end  of  the  day,  a  reader  must  be  able  to  say 
of  his  or  her  newspaper:  “It’s  fair.” 
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With  Readers 


e^GATNEIT 

NEWSPAPERS  AT  THEIR  BEST 


www.gannett.com 


CONTENTS 


Unanswered  questions 

Why  did  CU  prexy  resign?  8 


Dealer’s  new  deal 

Cleveland  carriers 
plainly  don’t  like  it 


What’s  fair  is  fair 

But  Salt  Lake  City  rivals 
differ  on  definition 


Inland  press  notes 

News  flash:  Public  hates 
the  press.  No,  really.  1  2 


Feature 

NFL  stakes  a  claim 
on  cyberspace  property  26 


Newspeople 


Marketing  &  Sales 

Newspapers  vs.  the  Web 


a  phony  war  —  NAA 


Syndicates 

Comical  topicality 
at  new  fin  de  siecle 


Technology 

Adobe/SII  InDesign 
adventure  at  IFRA 


Shop  Talk  at  Thirty 

‘Public  journalism’  54 


Pamela  White, 
Colorado  Daily:  Page  8 


4  EDITOR  &  PUBLISHER  OCTOBER  30. 1999 


L.A.  r/7nes  faulted 


PUBLISHER’S  MEA  CULPA  CITES  ‘FUNDAMENTAL  MISUNDE 


The  Los  Angeles  Times 
was  loudly  booed 
after  disclosing  an 
unusual  deal  to  share 
profits  with  an  advertiser.  The 
Times  split  the  profits  from  an 
Oct.  10  special  issue  of  its  mag¬ 
azine  devoted  entirely  to  a  new 
sports  arena  with  the  arena  itself. 
The  Times  is  a  founding  partner, 
akin  to  a  corporate  sponsor,  of 
the  Staples  Center  arena. 

A  red-faced  Publisher  Kath¬ 
ryn  M.  Downing  apologized  for 
entering  into  the  agreement, 
chalking  it  up  to  her  “funda¬ 
mental  misunderstanding’’  of 
newspaper  ethics.  She  pledged 
to  devise  policies  and  train  busi¬ 


ness  staff  to  pre¬ 
vent  a  repeat  of 
the  event.  Down¬ 
ing,  who  Joined 
the  Times  as  pres¬ 
ident  last  year 
and  became  pub¬ 
lisher  in  June,  is 
new  to  newspa¬ 
pers,  having  last 

run  parent  Times  ^ 

^  Kathryn  M.  Downing 

Mirror’s  legal  pub¬ 
lishing  division. 

“1  think  any  time  a  news  orga¬ 
nization  enters  into  ...  an  agree¬ 
ment  with  an  entity  it’s  going  to 
continue  to  cover,  it’s  a  big  mis¬ 
take,”  said  David  Shaw,  Times 
media  critic. 


Bill  Babcock, 
a  University  of 
Minnesota  media 
ethicist,  said  even 
if  the  deal  was 
disclosed  from  the 
start,  it  would’ve 
been  improper, 
j  “You  don’t  cover 
the  source  and 

then  say,  ‘By  the 
awning  ■' 

way,  we’re  going 

to  share  the  profits  with  you,”’ 
he  said.  “It’s  akin  to  a  kickback.” 

The  Times  has  been  haunted 
by  concerns  about  journalistic 
integrity  since  Times  Mirror 
CEO  Mark  H.  Willes,  also  a 
nonjoumalist,  began  having  the 
news  and  business  sides  work 


How(e)  goes  sale 
of  Village  Voicel 


Add  the  name  of 
Philadelphia  media 
entrepreneur  Ar¬ 
thur  W.  Howe  to 
the  list  of  those  allegedly  eye¬ 
ing  The  Village  Voice  and  its  six 
sister  alternative  publications. 

Call  it  coincidence,  but  it 
didn’t  take  long  after  Howe’s 
announcement  last  week  that 
he  was  resigning  as  CEO  of 
Montgomery  Newspapers  for 
his  name  to  be  attached  to  the 
speculation  about  Village  Voice 


Howe  said  he  resigned  to 
“build  a  national  media  compa¬ 
ny,  focusing  on  urban  news- 
weeklies,  with  backing  from  a 


national  investment  firm.” 
Montgomery  owns  nearly  30 
publications,  including  the 
alternative  Philadelphia  City 
Paper,  distribution  1 1 2,000. 

“I  absolutely  believe  in  the 
future  of  alternatives,”  Howe 
said.  “I  believe  it’s  the  most 
exciting  area  of  publishing, 
period.” 

Why  the  Howe-ViV/age  Voice 
sale  linkage?  There’s  no  other 
alternative  paper  deal  out  there 
that  would  create  the  need  for 
Howe  to  secure  the  backing  of 
a  national  investment  firm. 
Observers  value  the  Village 
Voice  package  at  $150  million 
or  so.  —  Jennie  L.  Phipps 


together  more  closely.  The 
appointment  of  Downing,  with 
her  lack  of  news  experience, 
also  made  staffers  nervous. 

“He’s  all  but  removed  the 
wall,  and  this  seems  to  be 
another  step  in  that  direction,” 
Babcock  said  of  Willes,  adding 
he  hoped  the  outcry  would  send 
a  message  to  other  publishers. 

It’s  become  commonplace,  if 
not  accepted,  for  newspaper 
companies  to  invest  in  local 
sports  teams  and  get  involved  in 
other  causes  they  cover.  Bab¬ 
cock  said  the  Times  situation  is 
different  because  it’s  the  news¬ 
paper,  not  the  arena,  generating 
the  profits. 

Under  the  sports  arena  deal, 
the  Times  and  other  arena  part¬ 
ners  pay  roughly  $3  million  a 
year  in  exchange  for  advertis¬ 
ing  rights  and  other  perks. 

Jeff  Klein,  former  Times 
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America’s  hottest  market  segment  at  present  will  grow  even  hotter  in  the  future,  says  Strategy 
Research’s  2000  U.S.  Hispanic  Market  Study,  to  be  released  Nov.  4.  It  projects  the  nation’s 
Latino  population  will  more  than  double  from  33.9  million  in  2000  to  70  million  in  2020. 


for  arena  ad  deal 


STANDING’  OF  NEWSPAPER  ETHICS  BY  LUCIA  MOSES 


marketing  chief,  said  the  Oct. 
10  special  issue  wasn’t  one  of 
the  marketing  ideas  imagined 
when  the  deal  was  signed 
under  his  oversight.  He  said  it 
was  vaguely  worded,  and  the 
Times  had  such  ideas  in  mind 
as  advertorials  clearly  labeled 
as  advertising  to  avoid  “obvi¬ 
ous  conflicts.” 

“I  agree  with  what  Kathryn 
Downing  said  about  it,  that  it 
reflected  a  misunderstanding 
about  the  roles,”  Klein  said.  “It 


was  not  contemplated  in  the 
original  agreement.” 

Times  Editor  Michael  Parks 
was  quoted  in  his  paper  as  say¬ 
ing  he  didn’t  know  about  the 
profit  split  until  after  the  issue 
was  printed  and  didn’t  think 
the  Times'  integrity  was 
harmed,  but  saw  the  relation¬ 
ship  as  improper. 

Downing  met  with  .staff  Oct. 
28  after  some  300  news  staffers 
signed  a  petition  complaining 
about  the  profit-sharing  deal. 


Larry  Pryor,  a  University  of 
Southern  California  journalism 
professor,  said  Downing’s  ex¬ 
cuse  was  more  troublesome 
than  her  lack  of  journalism 
savvy  because  she  could  have 
consulted  any  number  of  peo¬ 
ple  in  the  building  about  the 
deal’s  ethical  considerations. 
“This  is  a  very  unsettling  set  of 
circumstances,  because  I  think 
more  and  more  editors  are 
going  to  come  from  the  busi¬ 
ness  side,”  he  said.  ■ 


The  ‘Fortunate  Son’  brouhaha 

BIG  SCOOPS,  LITTLE  SKEPTICISM  BY  ELLEN  LIBURT 


Like  Matt  Drudge 
before  him,  Salon- 
.com  Editor  in  Chief 
David  Talbot  and  his 
Web  site  touched  off  a  major 
controversy  by  being  first. 

On  Oct.  18.  Talbot  made  a 
fateful  phone  call.  He  rang  up  St. 
Martin’s  Press  because  his  online 
magazine  had  received  a  press 
release  and  an  advance  copy  of 
“Fortunate  Son:  George  W.  Bush 
and  the  Making  of  an  American 
President.”  which  revived  the 
persistent  but  unproven  allega¬ 
tion  that  Bush  was  arrested  for 
cocaine  possession  in  1972,  but 
had  his  criminal  record  expunged 
through  a  Republican  judge 
friendly  with  his  father. 

"Our  feeling  was  once  a 
major,  reputable  publisher  like 
St.  Martin’s  goes  out  with  a 
book  like  this,  with  explosive 
allegations  against  a  presiden¬ 


tial  front-runner,  then  that  to  us 
is  news,”  said  Talbot.  He  want¬ 
ed  to  interview  James  H. 
Hatfield  —  the  book’s  author, 
whose  most  notable  previous 
work  is  an  unauthorized  biogra¬ 
phy  of  "Star  Trek’s”  Patrick 
Stewart  —  and  Thomas  Dunne, 
editor  of  the  eponymous  im¬ 
print  behind  the  book. 

Salon’s  staff  posted  a  story 
the  day  they  received  the  book 
detailing  its  provocative  allega¬ 
tions.  The  response  to  the  post¬ 
ing  was  immediate:  The  site 
became  the  epicenter  of  a 
media  uproar. 

Out  on  the  campaign  trail  in 
Phoenix,  George  W.  denied 
Hatfield’s  charge.  His  father 
followed  suit  the  next  day  in  a 
statement  from  his  Houston 
office  deploring,  among  other 
things,  the  author’s  use  of 
unnamed  sources. 


The  Bush  denials  made  the 
story  more  newsworthy.  But 
the  major  force  driving  the 
story  remained  Salon.com. 
which  continued  posting  skep¬ 
tical  reports  about  St.  Martin’s 
and  Hatfield. 

It  was  Dallas  Morning  News 
Reporter  Pete  Slover,  however, 
who  broke  the  story  that  Hat¬ 
field  was  a  paroled  felon  who 
had  served  five  years  of  a  15- 
year  prison  sentence  for  paying 
a  hit  man  S5,0(X)  to  kill  his  for¬ 
mer  boss  with  a  car  bomb. 

When  Hatfield  was  confront¬ 
ed  with  his  past  by  St.  Martin’s, 
he  insisted  it  was  a  case  of  mis¬ 
taken  identity.  After  conducting 
its  own  investigation  into  the 
charges,  the  book  publisher  re¬ 
called  “Fortunate  Son”  Oct.  22. 

How  did  the  traditional 
news  media  respond  to 
Salon.com’s  reports  and  the 


briefs 

Judge  orders 
Boston  Globe 
source  revealed 

For  the  second  time  in  the 
past  year,  a  Massachusetts 
judge  has  ordered  The 
Boston  Globe  and  reporter 
Richard  A.  Knox  to  disclose 
sources  used  in  a  story 
about  a  fatal  overdose  at  a 
local  cancer  center,  the 
newspaper  reported. 

Suffolk  County  Superior 
Court  Judge  Peter  Lauriat 
ruled  the  sources  have  to  be 
disclosed  to  enable  Dr.  Lois 
Ayash  to  pursue  a  lawsuit 
against  the  Globe,  Knox,  arxf 
the  Dana-Farber  Carx»r  In¬ 
stitute.  The  suit  claims  libel 
stemming  from  a  series  of 
articles  that  began  in  1 995  on 
the  death  of  Betsy  A.  Leh¬ 
man,  a  former  Globe  writer 
who  died  from  an  overdose 
of  chemotherapy  drugs. 

The  judge  issued  a  simi¬ 
lar  order  last  year  that  was 
overturned  by  an  appeals 
court  in  February,  which  left 
open  the  option  of  future 
disclosure  orders  dealing 
with  other  areas  of  the  case. 

Dalglish  named 
RCFP  executive 

Lucy  A.  Dalglish,  a 
Minneapolis  media  attorney 
and  former  newspaper 
reporter,  has  been  named 
executive  director  of  the 
Reporters  Committee  for 
Freedom  of  the  Press. 

Dalglish,  40,  is  an 
award-winning  First  Am¬ 
endment  activist  and  for¬ 
mer  reporter  with  the  St 
Paul  Pioneer  Press.  She 
will  assume  her  new  posi¬ 
tion  in  January,  replacing 
Jane  E.  Kirtley,  who  left  in 
August  to  take  a  teaching 
post  at  the  University  of 
Minnesota. 

Gregg  P.  Leslie,  who  has 
been  serving  as  acting 
director,  will  be  appointed  to 
the  newly  created  position  of 
legal  defense  director  after 
Dalglish  takes  over. 

Continued  on  Page  17 
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E&pnews 


press  release  that  accompanied  the  book? 

According  to  Managing  Editor  Stuart 
Wilk,  The  Dallas  Morning  News  first  ran 
“a  couple  of  very  discreet 
references  to  the  book,  but 
nothing  on  the  book  per  se.” 

The  secret  of  the  513,000- 
circulation  daily’s  subse¬ 
quent  scoop  was  simple, 
said  Wilk.  “Pete  found  the 
information  through  routine 
reporting.  ...  1  don’t  know 
that  anyone  else  looked.” 

At  The  Associated  Press,  it 
was  also  “Journalism  101,”  as 
Washington  Bureau  Chief  San¬ 
dy  Johnson  called  it.  but  of  a  different 
school.  “We  didn’t  do  anything  the  day  we 
became  aware  of  the  book.  Oct.  1 8,”  John¬ 
son  said.  “We  decided  not  to  do  anything 
based  on  extensive  reporting  we  did,  includ¬ 
ing  interviewing  the  author.  Next  day.  Presi¬ 
dent  Bush  issued  a  statement.  Because  he’s 
a  former  president,  we  felt  that  his  words 
carried  some  weight  we  couldn’t  ignore.  We 
did  a  200-word  story  with  the  president  say¬ 
ing  it  never  happened.  On  Oct.  2 1 ,  we  did  a 
story  about  the  publication  of  the  book  being 
suspended  while  the  publisher  resolved 
questions  about  Hatfield’s  background.” 

But  AP  reporters  had  already  resolved  a 
number  of  questions  about  the  press  re¬ 
lease  and  the  book’s  afterword  the  day 
they  received  them.  “We  talked  to  a  guy  in 
the  Houston  area,  Carol  Vance,  who  was 
DA  at  the  time  of  the  alleged  arrest  in 
1972.”  said  Johnson.  “And  he  said  there 
were  no  Republican  judges  serving  then, 
and  he  also  said  that  there  was  no  proce¬ 
dure  in  Texas  at  that  time  for  expunging 
arrest  records.  That  didn’t  exist  until  1977. 
He  also  said  that  cocaine  possession  would 
have  been  a  felony  at  this  time,  requiring 
the  suspect  to  be  taken  to  Jail,  fingerprint¬ 
ed.  and  posed  for  mug  shots.  There  would 
have  been  four  law-enforcement  agencies 
and  a  justice  of  the  peace  who  had  a  record 
of  it.  And  of  course,  none  of  this  exists.” 

Did  AP  consider  moving  the  story?  “It’s 
always  a  question  when  you  have  allega¬ 
tions  of  this  nature,”  Johnson  said.  “The 
Associated  Press  is  the  world’s  largest  news¬ 
gathering  organization.  One  of  the  issues  for 
us  is  that  people  are  watching  what  we  do. 
And  if  we  had  put  the  material  out  there,  it 
would  have  instantly  elevated  the  credibility 
of  Hatfield,  which  we  chose  not  to  do.” 
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How  did  the  Los  Angeles  Times  approach 
it?  “Very  carefully,”  said  Deputy  National 
Editor  Tom  Furlong.  The  paper’s  coverage 
consisted  of  AP’s  story  quot¬ 
ing  former  President  Bush 
defending  his  son,  a  Wash¬ 
ington  Post  piece  reporting 
that  promotion  and  sales  of 
the  book  had  been  halted, 
and  a  final  news  piece  by  a 
Times  staffer  when  the  book 
was  recalled  —  all  of  which 
ran  inside. 

“We  had  heard  that  [drug] 
rumor,”  said  Furlong.  ’There 
was  an  e-mail  that  had  been 
sent  out  to  many  papers.”  (Amy  Reiter,  a 
Salon  columnist,  wrote  about  the  allegations 
it  contained  in  August.  In  the  afterword. 
Hatfield  credits  her  column  with  giving  him 
the  idea  for  his  last,  unplanned  chapter.) 

“We  checked  [the  e-mail]  out  as  best  we 
could  and  found  nothing  to 
confirm  it,”  Furlong  said. 

“We  did  this  several  weeks 
ago.  That’s  where  it  sat  until 
this  book  came  out,  which 
alleged  that  it  confirmed 
something  we  had  already 
checked  out.  We  looked  at 
the  stuff  on  the  Internet  —  1 
think  it  was  Salon,  or 
maybe  Slate  —  that  ran  sto¬ 
ries  on  this.  We  looked  at 
them  carefully  and  we  did¬ 
n’t  go  over  old  ground,  but  we  were  start¬ 
ing  to  look  at  ways  that  we  could  confirm 
the  story. 

“At  that  point.”  Furlong  said,  “everything 
hit  the  fan  and  we  decided  not  to  write 
about  it  until  George  Herbert  Walker  Bush 
released  a  statement  defending  his  son. 

“The  fact  is  that  we  would  never,  ever 
publish  a  story  like  this,  about  him.  unless 
we  had  the  story  nailed  from  about  five  dif¬ 
ferent  directions,”  he  said.  “We  were  all  very 
suspicious  that  some  guy  could've  checked 
with  three  anonymous  sources.  That  didn’t 
pass  the  smell  test.  If  our  best  rejjorters  can’t 
confirm  this,  how’s  this  guy  who  writes  a 
science  fiction  book  going  to  do  it?” 

The  Arizona  Republic  published  two 
front-page  stories  on  George  W.  and  his 
alleged  drug  arrest  before  running  three 
more  debunking  the  first.  “In  our  ca.se,  it 
happened  in  Phoenix,”  explained  Reader 
Advocate  Richard  de  Uriarte.  “Gov.  Bush 


denied  it  here.  It  was  a  reputable  magazine, 
and  a  reputable  book  publisher. 

“1  just  see  this  as  all  of  us  slipping  into  the 
fear  of  missing  a  story,  the  fear  of  not  being 
aggressive,”  he  said.  “I  think  I'm  critical  of 
the  trap  all  of  us  are  put  in  to  run  these  stories 
all  the  time  —  before  we  have  them  nailed.” 

As  for  Salon.com,  Talbot  said:  “In  our 
haste  to  put  up  the  first  story,  there  was  too 
breathless  and  unskeptical  a  tone.  ...  And 
some  of  that  was  due  to  the  speed  of  the 
Internet.  We  went  up  so  quickly  we  didn’t 
even  have  at  that  point  a  denial  from  the 
Bush  campaign,  which  we  got  shortly 
afterwards  and  put  into  the  story.” 

But.  he  said,  “we  felt  it  wasn’t  enough 
simply  to  report  on  the  book’s  allegations  but 
[that  we  also  needed]  to  subject  the  author 
and  the  publisher  to  some  scrutiny,  which 
Salon  did,  along  with  the  Dallas  paper. 

“We  broke  the  news  that  it  was  the  same 
Thomas  Dunne  imprint  that  had  been 
forced  to  withdraw  a  contro¬ 
versial  biography  of  [Joseph] 
Goebbels  when  it  was  dis¬ 
covered  that  the  author  was  a 
Holocaust  revisionist.  ...  We 
also  broke  the  story  that  there 
was  something  suspicious 
about  Hatfield’s  resume,  that 
he  claimed  he’d  won  an  Isaac 
Asimov  Foundation  award 
that  no  one  had  heard  of. 

“So  I  take  pride  in  the  way 
that  Salon  aggressively  report¬ 
ed  the  story.  And  I  fault  the  rest  of  the  media 
for  its  lethargic  response.  If  Salon  and  the 
Dallas  paper  had  not  taken  this  book  seri¬ 
ously  and  ultimately  undercut  its  credibility, 
the  book  would  have  become  a  best  seller.” 

De  Uriarte,  whose  paper’s  response  was 
anything  but  lethargic,  looks  back  in  his 
reader-advocate  column  from  another 
perspective:  “My  concern  is  that  newspa¬ 
pers  are  increasingly  ceding  our  news 
judgment  to  other  media,  especially  the 
Internet,  whose  standards  of  accuracy,  fair¬ 
ness,  and  verification  are  different  than  our 
own  and  sometimes  nonexistent.  The  pub¬ 
lic  senses  this:  It  complains  we're  becom¬ 
ing  like  the  tabloids. 

“No  one  at  The  Arizona  Republic  —  not 
one  reporter  or  editor  —  knew  the  identity 
of  J.H.  Hatfield’s  sources.  We  didn’t  know 
who  Hatfield  was.  We  only  knew  about  the 
book  through  an  article  in  the  online  mag¬ 
azine  Salon.”  ■ 
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Sandy  Johnson 


Tom  Furlong 


Even  in  the  early  frenzy, 

such  publications  as  the  Los  Angeles  Times,  Newsweek, 

The  Washington  Post  and  The  Wall  Street  Journal  managed  to  put  the 
[Los  Alamos  National  Laboratory]  scandal  in  context.... 

They  presented  other  sides  of  the  issue 
from  day  one. 

Brill’s  Content 
November  1999 
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Buffaloed  in  Colorado 

DID  BOULDER’S  DOGGED  DAILY  OPEN  DOOR  FOR  CU  CHIEF’S  EXIT?  BY  DOUG  GOSPER 


Daily  Editor  Pamela  White  and  staff  writers  Terje 
Langeland,  left,  and  Brian  Hansen 


The  Colorado  Daily's  staff 
didn't  want  to  bring  down 
Colorado’s  top  educator. 
They  just  wanted  him  to 
answer  some  questions. 

But  University  of  Colorado  (CU) 
President  John  Buechner  (pronounced 
Beek-nur)  dismissed  the  feisty  little 
Boulder  newspaf)er’s  queries  about  his 
recruiting  a  close  friend  to  lead  his  $630- 
million  educational  initiative,  designed  to 
bring  CU  into  the  next  century. 

The  university’s  silence  and  the 
Daily's  doggedness  conspired  to  produce  a 
novel  approach  to  flushing  out  a  story.  The 
technique  proved  effective  beyond  any¬ 
one's  imagination. 

"1  can  tell  you  it  has  been  a  tough  five 
months  for  this  paper,”  recalled  Daily 
Editor  Pamela  White,  35.  She  heads  a  news 
staff  of  four,  only  one  of  whom  has  a  jour¬ 
nalism  degree. 

An  early  tip  led  Daily  reporters  to  Fran 
Raudenbush.  a  longtime  friend  of 
Buechner’s  who  was  quietly  spearheading 
his  educational  initiative.  When  the  Daily 
began  asking  questions,  the  wagons  circled 
immediately.  The  university  refused  to 
release  her  contract,  saying  she  officially 
was  employed  by  a  private  foundation. 

Buechner,  65,  refused  to  take  questions 
regarding  Raudenbush.  White  said.  In  fact, 
Buechner  refused  to  talk  to  the  Daily  at  all. 
“I  was  told  he  wouldn’t  answer  a  [Daily] 
question  about  the  weather,”  White  said. 

It  was  not  the  first  time  the  paper  offend¬ 
ed  a  CU  administration.  The  school’s  board 
of  regents  cut  funding  to  the  daily  in  1970 
when  the  then-school  newspaper  crossed 
administrators  editorially.  The  regents 
expected  the  paper  to  wither  and  die.  but  it 
survived  and  eventually  moved  off  campus 
as  an  independent. 

On  the  Buechner  story,  the  Daily  turned 
to  the  courts  to  break  the  silence.  It  filed  a 
lawsuit  in  May,  and  a  month  later  took 
delivery  of  almost  8,000  pages  of  docu¬ 
ments.  Included  was  Raudenbush’s  con¬ 
tract,  which  showed  that  her  salary  was 
$141,000  —  more  than  most  CU  deans  — 
and  that  she  had  been  named  “executive 
consultant”  to  the  president. 

Then,  said  Teije  Langeland,  a  Daily 
reporter,  “The  university  went  on  the  offen¬ 
sive  against  us.” 
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The  president’s  office  assured  all  comers 
that  the  paper  lacked  credibility.  White 
said.  A  regent  charged  that  the  Daily  was  a 
third-rate  supermarket  tabloid  with  a  “hid¬ 
den  agenda.”  Even  higher-education 
reporters  for  the  big  area  dailies  wagged 
fingers  at  the  Daily's  confrontational  style. 
The  staff’s  sense  of  isolation  grew. 

“That  made  us  more  determined,”  White 
said.  “When  you  have  a  public  official  who 
so  flagrantly  wants  to  ignore  questions 
about  his  administration,  I  think  that  raises 
the  alarm  to  an  even  higher  pitch.” 

The  Daily  still  faced  a  wall  of  silence  at 
CU.  “We  were  getting  absolutely  nowhere.” 
said  White.  The  reporters  decided  they 
would  try  to  ask  their  questions  in  public. 
That  strategy  ended  with  campus  security 
escorting  Brian  Hansen,  a  Daily  reporter,  in 
an  armlock  out  of  a  regents’  meeting. 

“That’s  when  1  started  walking  around 
my  office  saying,  ’What  can  we  write? 
What  can  we  write?”’  said  White.  “That’s 
how  the  editorial  arose.  I  thought,  ‘You 
know,  if  we  can’t  deal  with  this  as  a  news 
story,  then  the  only  other  option  is  the  edi¬ 
torial  page.’  We  had  been  counseled  by  our 
attorneys  that  when  talking  to  people,  sim¬ 
ply  state  the  facts.  That  thought  —  ‘State 
the  facts’  —  sort  of  stuck  in  my  head.  ‘Why 
don’t  we  write  an  editorial  — just  state  the 
facts  and  ask  the  questions?”’ 

Under  the  headline,  “Public  Has  a  Right 
to  Know,”  the  Sept.  28  Daily  published  a 
column  of  background  followed  by  the  key 
questions  it  had  tried  in  vain  to  ask 
Buechner.  Included  were: 

•  “Why  did  you  hire  someone  with 
no  formal  experience  in  higher  educa¬ 
tion  —  who  does  not  have  the  support  of 
a  significant  portion  of  the  faculty  —  to 
help  determine  the  future  of  a 


publicly  funded  university?” 

•  “Wby  did  you  allow  Raudenbush’s 
contract  to  be  stamped  ‘Confidential’?” 
(The  questions  got  personal.  They  asked 
Buechner  to  explain  circumstantial  evi¬ 
dence,  including  hotel  and  cell  phone 
records,  that  could  be  interpreted  as  evi¬ 
dence  the  two  were  romantically  in¬ 
volved.) 

•  “Are  you  and  Raudenbush  having 
—  or  have  you  ever  had  —  a  romantic 
relationship?”  (Buechner  had  denied 
any  such  relationship  only  privately  to 

the  regents.) 

“We  slammed  it  on  the  front  page  and 
kind  of  held  our  breaths.”  White  said. 
“The  result  was  deafening  silence.” 

Finally,  on  Oct.  1 1,  the  Daily  got  some 
support.  The  Denver  Rocky  Mountain  News 
ran  an  editorial  scolding  the  regents  for 
choosing  to  “smear  the  messenger”  rather 
than  address  the  Daily's  questions.  And  it 
repeated  four  of  the  questions  behind  big 
black  bullets. 

Then,  on  Oct.  12,  the  Boulder  Daily 
Camera  reported  on  Page  One  regents’ 
concerns  that  Buechner  was  “distracted” 
by  the  Raudenbush  issue. 

On  Oct.  14,  Buechner  abruptly  resigned. 
He  cited  a  lack  of  full  support  from  the 
regents  as  his  chief  motivation  —  even 
though  the  nine-member  board  unanimous¬ 
ly  pledged  its  full  support  the  next  day  in  an 
attempt  to  persuade  him  to  reconsider. 
Regarding  the  Daily's  investigation, 
Buechner  said  only  that  it  had  “absolutely 
nothing”  to  do  with  his  decision. 

Buechner  didn’t  answer  the  Daily's 
questions,  he  said  through  a  spokesman, 
because  he  was  not  party  to  the 
Raudenbush  contract. 

“We  don’t  buy  it,”  White  said,  pointing 
to  the  contract,  which  lists  the  president’s 
office  as  a  party. 

White  insisted  that  the  Daily  “never, 
ever  worked  on  this  with  the  thought  of  dri¬ 
ving  [Buechner]  out  of  office.  “There  was 
no  need  for  resignations  or  dramatics,”  she 
said.  “If  there  was  an  explanation,  why 
wouldn’t  he  just  tell  us? 

“He  could  have  just  answered  the  ques¬ 
tions.”  ■ 


Cosper  is  a  free-lance  journalist  based 
in  Nederland,  Colo. 
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FTC’s  relief  remedy 

ONLINE  PAPERS  COLLECTING  DATA  FROM  KIDS 
NOW  KNOW  THE  RX  BY  KARIM  MOSTAFA 


A  sigh  of  relief  was  how 
Susan  Mernit  responded 
last  week  to  the  Federal 
Trade  Commission's  (FTC) 
final  ruling  on  how  to 
implement  the  Children's  Online  Privacy 
Protection  Act  (COPPA)  of  1998. 

Mernit,  executive  director  of  React.com 
and  Yucky.com.  works  closely  with  chil¬ 
dren  online  as  they  interact  with  the  Web 
version  of  her  kids-oriented  newspaper 
supplement.  For  her.  the  ruling  had  the 
potential  to  limit  that  interaction  —  and 
online  limitations  could  have  crippled 
print  as  well  for  a  kids'  product  with  more 
than  2(K)  newspaper  partners. 

The  FTC  ruling  requires  commercial 
Web  sites  to  get  verifiable  parental  con¬ 
sent  before  collecting,  using,  or  disclosing 
personal  data  from  children  under  the 
age  of  13. 

The  FTC  released  its  final  ruling  on  the 
COPPA  Oct.  20  and  “newspapers, 
although  not  directly  impacted,  need  to  be 
aware  of  it."  said  Rene  P.  Milam,  assistant 
general  counsel  and  director  of  legal 
affairs  at  the  Newspaper  Association  of 
America  (NAA).  "Online  newspapers  that 
collect  data  from  children  will  have  to 
alter  their  practices."  The  NAA  plans  to 


notify  members  this  week  about  compli¬ 
ance  requirements,  she  added. 

Robert  Larson  also  was  relieved  that  the 
final  ruling  was  slightly  more  lenient  than 
expected.  As  education  editor  at  the  New 
York  Times  Learning  Network.  Larson 
worked  hard  to  meet  the  standards  of  both 
the  Better  Business  Bureau  and  TRUSTe 
by  removing  e-mail  submissions  from  the 
site.  (TRUSTe.  an  independent,  nonprofit 
privacy  initiative  dedicated  to  building 
users'  trust  in  sites,  has  developed  a  third- 
party  oversight  "seal"  program  to  alleviate 
users'  concerns  about  online  privacy.)  Now 
he  can  reinstall  a  one-time  e-mail  feature  so 
a  student  can  send  a  question  to  the  site's 
featured  reporter  and  get  an  answer. 

The  FreeZone  Network.  Thomson  Target 
Media's  online  kids'  venture  into  which 
Curiocity  was  folded  last  summer,  has  been 
doing  offline  parental  consent  for  close  to 
two  years,  which  complies  with  the  new 
FTC  ruling.  "We  already  have  the  structure 
and  protocol  built-in  to  protect  kids'  priva¬ 
cy,"  said  Patricia  Lindsay,  executive  director 
at  FreeZone.  a  site  with  4(X).(X)0  registered 
users.  "What  we're  doing  is  protecting  kids 
from  viewing  inappropriate  content,  as  well 
as  protecting  them  from  giving  out  person¬ 
ally  identifiable  information."  ■ 


New  York  tabloids  cover 
all  bases  in  World  Series 

New  York’s  dueling  tabloids  took  full  advantage  of  the 
New  York  Yankees'  World  Series  victory  Wednesday 
with  the  New  York  Daily  News  publishing  a  special  20- 
page  wrap  the  day  after  the  final  game,  and  the  New  York 
Post  giving  more  than  20  pages  of  inside  coverage  about 
the  winning  contest.  Nearby,  Newsday 
of  Long  Island  offered  13  pages  of 
stories,  while  the  less-sports-savvy 
New  York  Times  served  up  only  four 
pages. 

The  battling  dailies  didn't  stop  there. 
The  Post  announced  a  20-page  pullout 
section  for  Friday  and  a  40-page  season¬ 
ending  wrap  for  Saturday.  The  News 
countered  with  its  own  weekend  plans, 
promising  at  least  40  pages  of  coverage 
Saturday  and  Sunday.  —  Joe  Strupp 


calendar 

cafenda 
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NOVEMBER 

3-5  “Eliminating  Boundaries:  Integrated 
Marketing  Techniques,”  ABC  85th  Annual 
Conference,  Audit  Bureau  of  Circulations, 
Fairmont  Hotel,  San  Francisco 

3-6  AAIND  1999  Fall  Conference, 
American  Association  of  Independent 
News  Distributors,  Pan  Pacific  Hotel, 
Vancouver,  British  Columbia 

3-6  SNA  Classified  Advertising 
Managers’  Conference,  Suburban 
Newspapers  of  America,  Hilton 
Riverside  Hotel,  New  Orleans 

7-9  Fifth  Annual  Personal  Finance 
Conference,  Society  of  American 
Business  Editors  and  Writers,  Golden 
Nugget  Hotel,  Las  Vegas 

10- 12  AAAA  Creative  Conference, 
American  Association  of  Advertising 
Agencies,  New  Loews  Miami  Beach, 

Miami  Beach,  Fla. 

11- 14  Graphics  Canada  ’99,  Graphics 
Canada,  The  International  Centre, 

Toronto 

12- 14  Family  Newspaper  Conference, 
New  England  Newspaper  Association, 
Inland  Press  Association,  Southern 
Newspaper  Publishers  Association,  Key 
Bridge  Marriott,  Arlington,  Va. 

17-19  “Female  Readership:  Challenges  & 
Opportunities,”  1999  Editor  and 
Marketeer  Conference  &  Expo,  World 
Association  of  Newspapers,  Hilton  Hotel, 
Budapest,  Hungary 


17-19  “Content,  Mind,  and  Market 
Space:  Dimensions  and  Opportunities,” 
Sixth  Interactive  Publishing  Conference, 
Interactive  Publishing,  Swissdtel  Zurich, 
Zurich,  Switzerland 

17- 19  Annual  JEA/NSPA  Fall  National 
High  School  Journalism  Convention, 
Journalism  Education 
Association/National  Scholastic  Press 
Association,  Atlanta  Hilton  and  Towers, 
Atlanta 

18- 19  Ethnic  Mediascape  2000, 

Strategic  Research  Institute,  New  America 
Strategies  Group,  Mediaweek,  Marriott 
Marquis,  New  York 


Note:  To  list  events,  please  fax  to  Calendar  Editor 
at  (212)  691-7287. 


Additional  information  about  these 
and  future  events  can  be  found  at 
http://wvvw.mediainfo.com/ephome/ 
events/eventshtm/calendar99.htm 
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Direct-pay  option  drives  carr 

iN  UNUSUAL  MOVE,  PLAIN  DEALER  PUBLISHER  PROMOTES  INCENTIVES,  INCLUDING  SUB 


Anew  payment  option  giving 
subscribers  of  The  Plain 
Dealer  in  Cleveland  a  lower 
rate  if  they  pay  the  newspaper 
directly,  instead  of  individual  carriers,  has 
raised  objections  from  a  faction  of  carriers, 
who  claim  it  reduces  their  profits.  Some  of 
the  carriers  are  so  angry  that  they  have  orga¬ 
nized  an  association  to  fight  the  new  plan. 

“They  are  taking  over  control  of  our 
cash  flow,”  said  Cheri  Fioritto,  38,  who 
has  delivered  the  newspaper  for  2 1  years. 
“They  are  dropping  the  price,  and  they  can 
drop  it  to  anything  they  want.  There  is  no 
guarantee.” 

But  Publisher  Alex  Machaskee,  who 
said  the  new  program  has  been  in  place 
since  July,  called  it  a  success  that  has  been 
well-received  by  most  carriers.  “If  there  is 
somebody  who  doesn’t  like  the  program, 
that  is  their  prerogative,”  he  said.  “We  are 
offering  our  subscribers  an  opportunity  to 
pay  directly  and  there  is  [a  financial] 
incentive  to  do  that.” 

The  direct-payment  option  is  not 
unusual  in  the  industry,  according  to  cir¬ 
culation  directors  at  other  newspapers. 
But  they  said  the  customer  rate  usually 
remains  the  same  whether  subscribers  are 
billed  by  the  newspaper  or  the  carrier. 

The  Plain  Dealer's  Easy  Pay  plan 
allows  readers  to  pay  less  through  direct 
billing  from  the  newspaper,  and  also 
includes  incentives,  such  as  local  restau¬ 
rant  discount  cards  for  those  who  partici¬ 
pate  in  the  new  plan.  The  program  has  not 
been  automatically  instituted  for  every 
customer,  but  is  being  offered  as  an 
option,  Fioritto  said. 

Currently,  carriers  act  as  independent 
contractors  who  purchase  newspapers 
from  the  circulation  department  and  sell 
them  to  home  subscribers  at  the  carriers’ 
own  rate.  Fioritto  said  she  pays  $1.85  a 
week  for  each  customer’s  newspapers, 
including  Sunday,  and  sells  them  at  a  rate 
of  $4. 1 7  a  week,  pocketing  the  difference. 

But,  under  the  Easy  Pay  plan,  the  news¬ 
paper  sets  the  rate,  collects  the  fee,  and 
gives  the  carrier  his  or  her  portion.  Since 
the  new  option  went  into  effect,  carriers 
said  the  newspaper  has  been  charging  a 
lower  rate,  reducing  their  profit. 

Fioritto  said  the  newspaper  is  charging 
her  customers  only  $3.60  a  week,  which 
means  a  loss  to  her  of  57  cents  a  week 
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on  each  customer  who 
switches  to  the  new  plan. 

If  all  300  of  Fioritto’s  cus¬ 
tomers  switched,  she 
would  lose  $171  a  week, 
or  $8,892  a  year. 

“Fm  concerned  that  we 
are  not  going  to  be  able  to 
maintain  the  same  stan¬ 
dard  of  delivery  and  the 
routes  will  no  longer  be 
profitable,”  she  said.  “We’d  like  the  com¬ 
pany  to  respect  us.” 

Machaskee  said  he  had  not  reviewed 
the  rates  charged  by  carriers,  but  said 
the  newspaper  chose  to  implement  the 
plan  based  on  newsstand  prices.  “It  has 
helped  us  to  create  a  one-to-one  experi¬ 


ence  for  the  subscriber.” 

Mark  Wilfley,  circula¬ 
tion  director  at  The 
Charlotte  (N.C.)  Obser¬ 
ver,  said  his  customers 
have  the  option  of  paying 
the  paper  or  the  carrier, 
adding  that  most  choose 
to  pay  the  newspaper 
directly.  “It  saves  the  car¬ 
rier  collection  costs,”  he 
said.  “It  has  never  been  an  issue.” 

At  Detroit  Newspapers,  the  circulation 
arm  of  The  Detroit  News  and  Detroit  Free 
Press,  Ed  Humphrey,  senior  vice  presi¬ 
dent/circulation.  said  all  of  his  collection  is 
done  by  the  newspaper,  and  was  surprised 
that  carriers  would  want  the  hassle  of  col- 


Deseret  News  gets  pu 

SALT  LAKE  CITY  PAPER  ASKED  TOUGH  QUESTIONS,  BUT  D 


Asking  mayoral  candidates  if 
they’ve  ever  been  arrested, 
used  illegal  drugs,  or  failed  to 
pay  income  taxes  are  probably 
fair  requests  for  most  reporters.  But  what 
about  asking  whether  they’ve  ever  had 
cars  repossessed,  filed  lawsuits,  or 
received  counseling? 

Such  questions  are  under  debate  in  Salt 
Lake  City,  where  The  Deseret  News  is  get¬ 
ting  both  praise  and  criticism  for  sending 
to  the  city’s  two  candidates  for  mayor  a 
3 1  -item  questionnaire  that  covers  subjects 
ranging  from  adultery  activities  to  their 
children’s  criminal  past. 

Owned  by  the  Mormon  Church,  The 
Deseret  News,  with  a  daily  circulation  of 
66,000,  has  contended  that  the  survey  of 
the  two  finalists  in  a  Nov.  2  runoff  election 
is  a  proper  reporting  tool.  Editor  John 
Hughes  said  the  questionnaire,  coming  on 
the  heels  of  the  Salt  Lake  Olympic 
Committee  scandal  and  a  gift  controversy 
involving  outgoing  Mayor  DeeDee 
Corradini,  was  necessary. 

“We  just  felt  that  whoever  is  elected  will 
have  to  rebuild  the  image  of  the  city  and 
that  [the  survey]  was  proper,”  said  Hughes. 
“No  longer  can  you  divorce  ethics  and  per¬ 
sonal  character  from  public  office.” 

But  critics,  such  as  Kat  Snow,  vice 


president  of  the  Utah  chapter  of  the 
Society  of  Professional  Journalists,  con¬ 
tend  the  questionnaire  steps  beyond  the 
bounds  of  proper  journalism,  while  avoid¬ 
ing  other  issues. 

“It  goes  too  far,”  said  Snow,  a  senior 
reporter  at  KUER  public  radio  in  Salt 
Lake  City.  “Some  of  those  kinds  of  things 
you  don’t  need  to  know.” 

The  survey,  first  sent  to  the  candidates 
in  mid-September,  included  other  ques¬ 
tion  such  as:  Have  you  ever  had  a  life- 
threatening  illness?  Have  you  ever 
defaulted  on  a  loan?  Have  you  ever  asked 
a  friend  for  a  loan  of  more  than  $5,000? 
Have  you  ever  been  charged  with  sexual 
harassment?  Did  you  ever  drop  out  of  high 
school  or  junior  high? 

The  survey  included  no  questions  about 
city  policies,  taxes,  crime,  housing,  eco¬ 
nomic  growth,  public  education,  or  the 
environment.  But  editors  said  they  were 
addressing  those  issues  through  other  sto¬ 
ries  and  coverage. 

The  two  mayoral  candidates.  Rocky 
Anderson  and  Stuart  Reid  —  who  made  it 
to  the  runoff  after  placing  first  and  second 
in  a  12-candidate  general  election  in 
September  —  offered  sharply  different 
responses  to  the  questionnaire. 

Reid  sent  a  terse  letter  to  The  Deseret 
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lection.  “In  most  cases,  you  would  think 
that  carriers  would  like  it.”  he  said. 

The  Plain  Dealer  promoted  the  new 
option  with  a  four-page  house  ad  Oct.  10 
boasting  that  readers  could  pay  by  check 
or  credit  card,  while  also  receiving  special 
"Gusto  Cards”  that  gives  subscribers  up  to 
35%  off  the  tabs  at  local  restaurants. 

Some  carriers  have  organized  an  asso¬ 
ciation  to  fight  the  new  plan,  as  well  as 
take  on  other  carrier  issues.  Shortly  after 
the  Easy  Pay  plan  took  effect,  about  50  of 
the  newspaper's  1 ,400  independent  carri¬ 
ers  joined  ranks  to  form  the  Independent 
News  Carriers  Association  (INCA)  of 
Northeast  Ohio,  affiliated  with  Local 
4390  of  the  Communication  Workers  of 
America,  AFL-CIO. 


Seth  Rosen,  an  INCA  spokesman,  said 
the  group  is  trying  to  discuss  the  issue 
with  the  newspaper  and  come  to  some 
kind  of  resolution  short  of  a  lawsuit.  He 
said  federal  law  bars  the  union  from 
suing,  but  added  that  several  individual 
carriers  were  considering  legal  action 
against  the  newspaper. 

A  Plain  Dealer  subscriber  himself, 
Rosen  said  the  delivery  rate  in  his  neigh¬ 
borhood  dropped  from  $15  to  $13.95  a 
month  under  the  Easy  Pay  plan.  He  said 
some  loyal  customers  are  remaining  with 
the  old  program,  but  said  most  likely  will 
switch  if  they  can  save  money. 

“We  are  trying  to  keep  customers 
informed  and  share  information  with 
them,”  Rosen  said.  ■ 


shy  in  mayoral  race 

ID  IT  GO  TOO  FAR?  BY  JOE  STRUPP 


News  in  which  he 
refused  to  fill  out  the 
survey,  calling  it  “a 
precedent  that  would 
deter  people  from  seek¬ 
ing  public  office.” 

Anderson  agreed  to 
answer  all  the  questions, 
but  limited  those  about 
alcohol  and  drug  use  to 
events  dating  back  only  17 
years,  which  is  when  his 
son  was  born.  He  contend¬ 
ed  that  his  actions  involving 
possible  drug  or  alcohol  use 
prior  to  then  are  not  worthy 
of  judgment. 

Anderson  also  criticized  the  question¬ 
naire  as  “wholly  inappropriate.” 

The  Deseret  News  initially  planned  to 
use  the  questionnaire  only  as  a  research 
tool  for  basic  candidate  profiles  of 
Anderson  and  Reid,  editors  said.  But  when 
word  leaked  out  about  the  surveys,  draw¬ 
ing  fire  from  the  rival  Salt  Lake  Tribune 
and  other  local  media,  the  newspaper  felt 
the  need  to  publish  the  questions,  which 
ran  in  the  paper’s  Oct.  24  issue  along  with 
profiles  of  each  candidate. 

Among  the  harshest  critics  was  the 
133,(X)0-daily-circulation  Salt  Lake  Trib¬ 


une,  which  ran  several 
columns  slamming  the 
News. 

“The  Deseret  News 
questionnaire  was  a  good 
idea  with  a  bad  (if  not 
criminally  insane)  direc¬ 
tion,”  wrote  Tribune  col¬ 
umnist  Robert  Kirby.  “It 
should  have  focused  on 
things  pertaining  to  a 
candidate’s  ability  to 
address  real  issues  and 
not  stuff  that  doesn’t 
matter.” 

j  The  Tribune  also 
scolded  the  News  for  sending  the 
lengthy  survey  only  to  Salt  Lake  City  may- 
oral  candidates,  and  not  those  running  for 
office  in  smaller,  neighboring  towns. 

Hughes  countered  that  such  smaller 
political  races  do  not  deserve  the  same 
scrutiny.  “We  considered  this  the  critical 
one,”  he  said. 

Deseret  News  supporters,  such  as  Tom 
Griffith,  journalism  coordinator  at  Brigham 
Young  University  in  nearby  Provo,  agreed 
that  such  a  survey  can  serve  a  vital  func¬ 
tion.  “If  there  is  something  in  their  past  that 
might  affect  how  they  operate,  it  is  fair 
game.”  Grilfith  said.  ■ 


Court  OKs  Goss 
reorganization 

Following  what  it  called  creditors’ 
“overwhelming  vote”  in  favor  of  its 
plan.  Westmont,  Ill.,  press  maker  Goss 
Graphic  Systems  Inc.  received  U.S. 
court  approval  of  its  financial  restruc¬ 
turing  toward  emerging  from  Chapter 
1 1  bankruptcy  protection. 

Goss  said  it  will  pay  all  claims 
owed  to  unsecured  trade  creditors  in 
three  equal  installments  three,  six, 
and  nine  months  after  the  plan’s  effec¬ 
tive  date.  It  added  that  all  post-peti¬ 
tion  vendors’  invoices  are  being  paid 
on  normal  business  terms. 

The  plan  calls  for  noteholders  to  ex¬ 
change  notes  in  the  principal  amount 
of  $225  million  for  new  notes  issued  in 
half  that  amount  with  a  2 '/2-year  mora¬ 
torium  on  cash  interest  and  an  almost 
one-third  equity  position.  Lenders  and 
principal  stockholder  Stonington 
Partners  together  will  provide  the  com¬ 
pany  with  an  extra  $100  million  {E&P, 
Aug.  21,  P-  12;  Oct.  16,  p.  44). 

Goss  Chairman,  CEO  and 
President  Jim  Sheehan  said  he  ex¬ 
pects  his  company  to  “emerge  from 
Chapter  1 1  within  the  next  few 
weeks.”  —  Jim  Rosenberg 

Newsprint  use 
still  strong 

U.S.  daily  newspapers  consumed 
748,000  metric  tons  of  newsprint  in 
August,  2.5%  more  than  in  the  same 
month  a  year  earlier,  according  to  the 
Newspaper  Association  of  America 
(NAA). 

Publishers’  held  end-of-month 
newsprint  inventories  that  totaled 
1,042,000  metric  tons,  a  42-day  sup¬ 
ply,  down  0.2%  from  a  year  earlier, 
when  inventories  represented  a  43- 
day  supply. 

NAA  preliminary  figures  for 
September  indicate  that  while  con¬ 
sumption  will  have  risen  to  789,000 
metric  tons  (1.2%  higher  than  a  year 
earlier),  inventories  totaling  1,031,000 
metric  tons  will  have  surpassed,  for 
the  first  time  this  year,  the  1998 
monthly  level,  by  2.5%. 
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Why  does  the  public  hate  t 

FOLLOW  THE  MONEY,  ATTORNEY  SAYS  BY  MARK  FITZGERALD 


When  Bruce  W.  Sanford,  a 
prominent  First  Amend¬ 
ment  attorney,  set  out  to 
write  about  the  public’s 
loathing  for  the  press,  he  wanted  to  be 
sure  that  things  really  are  different  now. 
They  are,  he  concluded. 

“It  is  qualitatively  different  than  it  was 
decades  ago,”  Sanford  told  the  opening 
session  of  the  Inland  Press  Association’s 
1 14th  annual  meeting  in  Chicago  Oct.  25. 

When  William  Randolph  Hearst,  Joseph 
Pulitzer,  and  other  newspaper  pioneers  burst 
onto  the  scene,  Sanford  said,  “They  were 
perceived  not  only  as  capitalists  out  to  make 
a  buck  but  as  public-spirited  people  who 
cared  about  public  service.  I  think  the  differ¬ 
ence  now  is  the  public  says,  ‘What  are  these 
people  about  —  except  making  money?”’ 

Newspapers  have  to  win  back  that  rep¬ 
utation,  said  Sanford,  a  Washington-based 
partner  in  Baker  &  Hostetler  who  repre¬ 
sents  many  papers  and  is  general  counsel 
for  the  Society  of  Professional  Journalists. 

“I  think  it  would  help  if  news  execu¬ 
tives  spent  as  much  time  talking  to  com¬ 
munity  forums  and  journalism  classes  as 
they  do  talking  to  Wall  Street  analysts,” 
Sanford  said.  “Now  that’s  sort  of  rude  to 
say,  but  it’s  true.” 

Sanford  surveys  the  depths  of  the  pub¬ 
lic’s  loathing  in  a  new  book  entitled, 
“Don’t  Shoot  the  Messenger:  How  Our 
Growing  Hatred  of  the  Media  Threatens 
Free  Speech  for  All  of  Us.”  Among  the 
incidents  that  inspired  the  book  was  his 
work  with  jury  consultants  on  libel  trials. 

“We  sensed  we  really  had  to  find  jurors 
who  moved  within  certain  gradations  of 
anger  —  because  we  couldn’t  find  anyone 
who  was  not  angry,”  he  said. 

A  good  recent  example  of  that,  he  said, 
was  the  Food  Lion  case.  In  1997,  a  jury 
accepted  the  supermarket  chain’s  argument 
that  the  ABC  news  show  “20/20”  defrauded 
and  trespassed  when  it  sent  journalists  to 
work  undercover  and  record  allegedly 
unsafe  food-handling  practices  with  hidden 
cameras.  The  juiy  awarded  Food  Lion  $5.5 
million,  almost  all  of  it  in  punitive  damages. 
The  trial  judge  later  reduced  the  judgment  to 
$315,000,  and  a  federal  appeals  court  earlier 
this  month  reduced  that  amount  to  just  $2. 

“It  is  perceived  as  a  major  victory  for 
the  media,  which  is  true,  but  the  media 


also  lost  in  Food  Lion,”  Sanford  said. 
“The  4th  Circuit  Court  of  Appeals  said 
ABC  could  be  held  for  liable  for  trespass 
and  breach  of  duties  to  employers.”  The 
decision  makes  sending  journalists  under¬ 
cover  much  more  difficult,  he  added. 

“Let’s  face  it,  to  cover  whether  airports 
are  safe,  hospitals  are  clean  and  sanitary, 
and  schools  are  safe,  you  have  to  use  those 
methods  that  are  now  proscribed  by  Food 
Lion,”  Sanford  said. 


The  Des  Moines  (Iowa)  Register 
is  doing  some  fall  planting  in 
preparation  for  a  spring  harvest. 
While  that  may  sound  back¬ 
ward,  it’s  actually  the  newspaper’s  way  of 
moving  forward  to  next  spring’s  introduc¬ 
tion  of  a  new  $52-million  printing  facili¬ 
ty.  By  starting  to  make  design  and  content 
changes  now,  said  Editor  Dennis  Ryer- 
son,  the  paper  can  use  the  coming  months 
to  make  adjustments  if  necessary  and 
then  concentrate  on  the  “technical 
aspects”  involved  in  the  press  conversion. 

The  first  changes,  unveiled  Oct.  25,  are 
on  the  Register's  Page  One  and  section 
fronts.  They  include: 

•  An  index  in  the  left-hand  column  of 
each  front  page  to  help  guide  busy  read¬ 
ers  through  the  paper.  The  index  mentions 
items  in  the  section,  a  story  coming  the 
next  day,  and  content  on  the  paper’s  Web 
site  (http://www.desmoinesregister.com). 

•  Several  features  that  previously  ran 
at  the  top  of  each  section’s  front  page 
moved  to  the  left-hand  column.  These 
include  “Iowa  Close-up”  and  “TV’s  Best 
Bet,”  among  others. 

•  Corrections  and  clarifications,  pre¬ 
viously  on  Page  2A,  are  now  on  the  front 
page  of  the  section  where  the  mistake 
occurred.  “We  want  corrections  to  be 
more  visible,”  said  Ryerson. 

•  The  daily  and  Sunday  feature  sec¬ 
tions  —  previously  known  as  “Today” 
and  “Sunday,”  respectively  —  are  now 


St.  Petersburg  (Fla.)  Times  Publisher 
and  Executive  Vice  President  Judith 
Roales  said  the  public’s  anger  has  deep¬ 
ened  even  in  the  past  few  years. 

“We’ve  always  had  angry  letters,  but 
I’ve  never  had  the  letters  come  in  the  way 
they  do  now,  with  the  vicious  comments 
and  obscenity,”  Roales  said. 

Another  Inland  publisher  member, 
Gary  Rust,  .said  his  experience  on  the 
receiving  end  of  the  press,  as  a  Missouri 


both  called  “Iowa  Life.” 

“We’ve  always  had  a  strong  local  com¬ 
ponent,”  noted  Diane  Graham,  the 
Register's  managing  editor/staff  develop¬ 
ment.  “This  emphasizes  it  a  little  bit  more.” 

Register  Design  Editor  Lyle  Boone 
said  20  to  25  people  have  been  working 
on  the  design  and  content  changes  since 
early  this  year.  “It’s  totally  an  in-house 
effort,”  he  added. 


Changes  in  print  made 
print  faciiity  changes 
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he  press? 

state  legislator,  showed  him  why  newspa¬ 
pers  are  not  respected. 

"The  only  time  I  saw  the  lobbyists  for 
the  newspapers  was  when  they  wanted  a 
reduction  in  the  sales  tax  on  newspapers 
or  they  wanted  special  rates  for  legal  ads. 
They  didn't  cover,  factually  and  accurate¬ 
ly,  the  Legislature,  so  the  legislators  dis¬ 
played  an  animosity  to  them,”  said  Rust, 
owner  and  president  of  Rust  Communi¬ 
cation  in  Cape  Girardeau,  Mo.  ■ 

before 
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Ryerson,  writing  in  an  Oct.  24  column 
that  appeared  in  the  print  and  online 
Register,  said  other  changes  in  coming 
months  will  include  several  new  weekly 
sections. 

The  redesigned  Page  One  still  features 
an  editorial  cartoon  five  times  a  week  by 
Brian  Duffy,  a  Register  staffer.  The  paper 
—  which  has  165,000  weekday  and 
265,000  Sunday  circulation  —  may  be 
the  only  general-interest  U.S.  daily  with  a 
front-page  cartoon,  which  will  be  the  sub¬ 
ject  of  a  “Syndicates”  section  story  in 
next  week’s  E&P.  —  David  Astor 


CNHI’s  Y2K  plan: 
Start  buying  again 

You’d  better  not  pout,  small-town  publisher,  Santa  Claus  is  coming  to 
town.  Ralph  Martin,  founder  of  Community  Newspaper  Holdings  Inc. 
(CNHI),  says  his  Birmingham,  Ala.-based  chain  —  which  spent  $1.1 
billion  to  grow  from  zero  papers  to  95  dailies  and  100  paid  weeklies 
in  its  first  two  years  of  existence  —  expects  to  be  back  in  the  acquisition  chase 
in  December. 

“We  believe  we’re  only  about  one-half  invested.  We’re  going  to  get  back  into 
the  acquisition  business.”  Martin  said. 

CNHI  has  been  quiet  since  the  beginning  of  the  year  as  it  has  tried  to  digest  the 
accelerating  purchases  that  followed  its  launch  in  February  of  1997  with  an  old 
business  plan  developed  by  Martin  and  Chief  Financial  Officer  Mike  Reed  —  and 
a  S  1.3-billion  investment  from  the  Retirement  Systems  of  Alabama  (RSA). 
“Frankly,  we  Just  crushed  our  accounting  office,”  Martin  said. 

Martin  could  hardly  have  found  a  more  receptive  audience  for  his  comments 
than  the  members  of  the  Inland  Press  Association.  Many  at  the  Oct.  25-26 
annual  meeting  in  Chicago  own  exactly  the  kind  of  paper  that  has  made  CNHI 
a  phenomenon  of  growth:  small  to  mid-size,  located  in  the  heartland  or  Dixie, 
and  capable  of  producing  much  bigger  margins  when  clustered  with  similar 
properties. 

“Have  you  ever  thought  of  going  into  California?”  one  executive  asked  plain¬ 
tively  at  the  annual  meeting  in  Chicago.  The  answer  was  no. 

“We  want  to  be  in  good  markets  with  bad  newspapers,”  Martin  said.  What  he 
means,  he  said,  are  newspapers  that  are  not  now  achieving  margins  on  gross  rev¬ 
enue  of  22%  to  29%. 

They  are  often  not  trendy  mar¬ 
kets:  “I  guess  the  ideal  town  for 
CNHI  would  have  a  prison,  a  col¬ 
lege,  and  distribution  center,” 

Martin  said.  “They’re  secondary 
jobs,  but  with  a  husband  and  wife 
working,  you’ve  got  income  of 
$50,000  to  $60,000.  That’s  pretty 
good  in  a  small  town.” 

In  a  wide-ranging  discussion, 

Martin  also  suggested  that 
CNHI’s  future  acquisitions  might 
be  financed  outside  the  Alabama 
pension  system. 

“Our  lender  is  certainly  interested  in  going  forward,”  he  said,  “but  it  may  not  be 
in  the  long-term  interest  of  the  lender  or  our  interest,  long  term.” 

One  point  of  departure  between  CNHI  and  RSA,  headed  by  David  Bonner, 
may  be  Martin’s  substantial  —  and  potentially  costly  —  bet  that  the  Federal 
Communications  Commission  (FCC)  will  eliminate  the  ban  on  newspaper  com¬ 
panies  owning  broadcast  properties  in  the  same  market.  CNHI  has  begun  buying 
options  for  25%  to  50%  stakes  in  radio  properties,  he  said. 

“The  lender  thinks  I’m  crazy,”  Martin  said.  The  FCC  recently  loosened  the 
rules  for  multiple  ownership  of  TV  and  radio  stations  for  all  media  except  news¬ 
papers. 

“The  FCC  has  let  in  everyone  but  us,  so  they’ve  got  to.  Not  this  year,  but  prob¬ 
ably  within  three  years,”  Martin  said.  “One  way  or  another,  something  is  going 
to  change.  Either  my  job  or  the  rules.”  -Mark  Fitzgerald 
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t  has  been  said  that  the  best  trial  lawyers  NEVER  ask 
f  ^  ' 

a  question  to  which  they  don’t  already  know  the 

answer.  Winning  lawv’ers  don’t  want  courtroom 

surprises.  That’s  the  Power  of  Knowing. 

Newspapers  are  on  trial  daily.  Wouldn’t  it  be  won¬ 
derful  if  you  knew  in  adyance  how  a  rate  increase  was 
going  to  impact  reyenue?  What  if  you  could  anticipate 
the  reaction  to  the  new  “high  technology”  section  you 
are  contemplating?  Anxious  about  reader  response 
to  the  upcoming  change  to  a  50-inch  web?  Eyer  felt 
like  your  newspaper  genuinely  had  all  that  readers 
wanted,  but  they  just  didn’t  seem  to  notice? 

Consider  the  large  Northeastern  metropolitan  daily  that 
was  able  to  “moye”  a  valuable  advertiser  to  the  Itjestyk 
section  based  upon  Belden  research.  The  result?  Better 
sales  for  the  advertiser,  plus  an  increase  in  ad  revenue 
from  another  customer  who  filled  the  original  position. 

At  a  mid-sized  Midwestern  daily,  readership  and 
circulation  (primarily  single-copy  sales)  improved 
significantly  within  six  months  as  a  result  of  a 
Belden  promotional  strategy  which  focused  on  a  key, 
neglected  opportunity. 

The  Power  of  Knowing  from 
Belden  Associates  will  give  you 
THE  INSIGHT  AND  ANSWERS  ...  AND  MORE. 

There  may  have  been  an  easier  time  when  decisions 
could  be  made  in  a  vacuum.  The  “school  of  hard 
knocks”  taught  you  enough  to  meet  the  challenges  of 
the  day.  But  times  have  changed.  Easy  answers  are 
often  too  simplistic  in  the  complexity’  of  today’s 
information  hail  storm. 


“Seat  of  the  pants”  decision  making  is  risky  business 
and  often  fails.  Readers  and  advertisers  have  a  myriad 
of  choices  and  can  find  instant  gratification 
elsewhere.  When  you  react  to  a  competitive  threat  or, 
better  yet,  strike  pre-emptively,  it  has  to  be  with 
certainty’  and  the  expectation  of  success. 

Questions  must  be  answered  in  advance:  Where  and 
how  to  best  promote;  section  readership  and  how 
that  relates  to  overall  newspaper  satisfaction: 
understanding  y’our  newspaper  strengths  and 
focusing  on  their  exploitation;  classified  migration 
from  on-page  to  online.  The  list  is  endless.  It’s  risky 
to  rest  on  assumptions  or  follow  models  that  mav  be 
working  elsewhere  -  the  circumstances  mav  be  differ¬ 
ent  from  yours  and  so,  too,  will  be  the  outcome. 

Belden:  First  and  foremost  in  newspaper 

RESE.ARCH  AND  STRATEGIC  CONSULTATION. 

With  60  years  experience,  Belden  Associates  is  smart, 
dy’namic,  plugged-in,  and  populated  with  the  best 
of  the  new  and  veteran  research  and  consulting  profes¬ 
sionals.  We’re  designed  to  be  your  “smart  partner," 
walking  with  you  step-bv-step  to  meet  the  challenges 
and  discover  and  implement  innovative  solutions. 

In  the  coming  early  years  of  the  21st  Century, 
newspapers  must  do  more  than  survive  -  they  must 
THRINT.  The  fastest  path  to  success  is  by  forming  a 
“smart  partnership”  with  Belden’s  Power  of  Knowing. 

Please  visit  our  website  at:  www.heldenmai.com. 

Or  contact  me  directly  for  a  confidential  consultation. 

2 14/940-3 103  or  samiii@heldonmai.com 

S.  W.  “Sammy”  Papert  111,  Chairman 

Belden 
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Man  bites  dog: 

A  PG  or  an  R??? 


Parental  warnings  that  long  ago  struck 
Hollywood,  and  have  been  creeping  into 
TV  programs  and  musical  recordings  in 
recent  years,  may  become  a  fixture  in  news¬ 
papers  if  a  Canadian  paper’s  latest  practice 
catches  fire. 

The  Hamilton  (Ontario)  Spectator,  a 
1 04,(X)0-circulation  daily  south  of  Toronto, 
began  Oct.  13  adding  adult-content  warn¬ 
ings  to  its  front-page  index,  which  label 
some  sections  as  having  “mature  content.” 

Associate  Publisher  Kirk  LaPointe  said 
the  TorStar  Corp.-owned  newspaper  now 
places  a  triangle  next  to  sections  that  may 
include  graphic  violence,  sex,  or  other  adult 
content  in  an  effort  to  warn  parents. 

“When  we  carry  descriptive  language 
from  court  testimony,  viewpoints  and  news 
on  sexuality,  or  photography  of  carnage  or 
tragedy,  many  parents  ask  us  why  their  chil¬ 
dren  have  to  see  it,”  La  Pointe  said  in  a  state¬ 
ment  announcing  the  practice.  “Parents  of 
young  children  find  it  difficult  at  times  to 
leave  the  paper  around  the  household.” 


La  Pointe  vowed  that  the  newspaper 
would  not  change  its  coverage  under  the 
parental  warning  program,  saying  that  it's 
intended  only  as  a  guide  for  parents. 

“We  don't  want  to  curtail  the  paper’s 
drive  to  be  aggressive  and  honest,”  La 
Pointe  said.  “But  we  still  live  within  the 
boundaries  of  taste  and  decency  within  the 
communities  we  serve.” 

Press-freedom  advocates,  such  as  Gregg 
Leslie,  acting  executive  director  of  the 
Reporters  Committee  for  Freedom  of  the 
Press,  said  the  warning  labels  could  set  a 
dangerous  precedent. 

“You  start  being  held  accountable  in  a 
way  that  could  lead  to  self-censorship  to 
please  readers  and  advertisers,”  said  Leslie. 
“It  sounds  like  an  odd  solution  that  doesn’t 
accomplish  much.” 

Leslie  also  said  that  he  feared  such  a 
practice  could  extend  to  mandated  govern¬ 
ment  warnings,  taking  decisions  about  what 
is  printable  out  of  editors’  hands. 

—  Joe  Strupp 


M^SJopte  for  being  fair 
over  being  first 

It’s  not  like  The  Wall  Street 
Journal  to  pass  up  a  scoop.  But 
when  the  Dow  Jones  Industrial 
Average  made  some  rare 
changes  to  its  makeup,  the 
Journal  wasn’t  the  first  to 
report  it. 

Parent  Dow  Jones  &  Co. 
instead  released  the  news  over 
.several  electronic  news  outlets, 
including  the  JournaTs  own 
Web  site.  The  Associated  Press 
reported.  With  more  trading 
going  on  after  regular  market 
hours,  Dow  Jones  said  it  want¬ 
ed  to  make  sure  the  release’s 
timing  was  fair  to  all  investors. 
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Home  Depot  Inc.,  Intel 
Corp.,  Microsoft  Corp.,  and 
SBC  Communications  Inc., 
replaced  Chevron  Corp., 
Goodyear  Tire  &  Rubber  Co., 
Sears,  Roebuck  &  Co.,  and 
Union  Carbide  Corp.  The 
changes  are  intended  to  make 
the  DJIA,  the  nation’s  oldest 
continuous  market  barometer, 
more  representative  of  the  U.S. 
economy. 

This  marks  the  first  time  the 
DJIA  will  have  companies  not 
listed  on  the  New  York  Stock 
Exchange.  Intel  and  Microsoft 
both  trade  on  the  Nasdaq  stock 
market. 

The  last  makeover  was  in 


1997,  when  among  other 
changes.  Wal-Mart  Stores  Inc. 
joined  the  list. 

Scripps  unearths 
unearthly  beliefs 

A  newspaper  wire’s  Hallo¬ 
ween  poll  revealed  some  spooky 
differences  between  younger 
and  older  people  when  it  comes 
to  believing  in  ghosts. 

The  survey  —  conjured  up  by 
Scripps  Haunted  ...  oops, 
Howard  ...  News  Service 
(SHNS)  —  found  that  63%  of 
adults  between  18  and  24  think 
ghosts  could  exist.  But  only 
22%  of  those  65  or  older  feel  the 
same  way. 


THE  MOST  CONSIS¬ 
TENT  E-MAIL  I  GET 
IS  FROM  READERS 
THANKING  ME  FOR 
NOT  DUMBING 
DOWN  MY  WORK.  I 
JUST  ASSUME  ANY¬ 
ONE  LEFT  HOLDING 
A  NEWSPAPER 
TODAY  IS  LITERATE. 

Wiley  Miller, 
creator, 
“Non  Sequitur” 


“This  may  stem  from  the  pop¬ 
ularity  of  horror  movies.”  said 
Cynthia  Freeland,  a  University 
of  Houston  philosophy  profes¬ 
sor  interviewed  by  SHNS,  witch 
. . .  um.  which  . . .  has  about  400 
newspaper  clients. 

Freeland,  who  noted  that 
scary  films  are  especially  popu¬ 
lar  among  teens  and  young 
adults,  added:  “Thoughts  about 
the  occult  for  some  people  are  a 
substitute  for  spirituality.” 

SHNS,  which  did  the  survey 
in  conjunction  with  Ohio 
University’s  E.W.  Scripps  Ghoul 
...  er.  School  ...  of  Journalism, 
polled  1,015  people. 

—  David  Astor 
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Mumia  gets 
federal  assistance 

For  Mumia  Abu-Jamal, 
these  must’ve  been  gruelingly 
sleepless  nights.  In  early 
October,  the  U.S.  Supreme 
Court  turned  away  Abu- 
Jamal’s  plea  for  a  retrial  in 
his  1981  death  sentence  con¬ 
viction  for  the  slaying  of  a 
Philadelphia  police  officer. 
Then,  on  Oct.  13. 
Pennsylvania  Gov.  Tom 
Ridge  scheduled  Mumia’s 
death  for  Dec.  2. 

But.  last  week,  a  federal 
judge  stepped  in  and  ordered 
a  stay  of  Abu-Jamal’s  sen¬ 
tence.  a  decision  that  marks 
the  beginning  of  Mumia’s 
federal  —  and  final  —  appeal 
prcK’ess  as  well  as  assuring 
the  high-profile  activist  and 
convicted  cop  killer  remains 
alive  until  next  spring  when  a 
decision  is  expected. 

U.S.  District  Judge 
William  H.  Yohn  Jr.’s  deci¬ 
sion  came  after  Abu-Jamal’s 
lawyers  filed  a  habeas  corpus 
petition  with  the  federal  court 
to  try  to  get  their  client  a  new 
trial.  Abu-Jamal.  who  is  a 
former  radio  Journalist  and 
Black  Panther  member,  was 
convicted  of  killing  police 
officer  Daniel  Faulkner  in 
1981.  One  other  development 
to  note:  During  the  federal 
appeal,  Abu-Jamal  may  testi¬ 
fy  under  oath  —  something 
that  he  has  never  done  before 
in  his  case. 

Back  to  the  future 
with  Gen  Y? 

Generation  Y  is  shaping 
up  to  be  the  best  potential 
customers  newspapers  have 
seen  since  before  World  War 
II.  says  the  managing  direc¬ 
tor  of  the  Newspaper 
Management  Center  at 
Northwestern  University. 

“They  give  me  the  great¬ 
est  hope  for  newspapers 
because  they  have  the  attrib¬ 
utes  of  a  6()-year-old.  and 
60-year-oIds  are  our  greatest 
newspaper  readers,”  Mike 


Smith  said.  Among  those 
traits:  optimism,  idealism, 
confidence,  and  respect. 

This  generation,  the  off¬ 
spring  of  younger  Baby 
Boomers,  grew  up  with  com¬ 
puters  yet  rate  newspapers 
far  above  the  Internet  when 
asked  where  they  turn  for 
news.  Smith  said.  However, 
the  group  also  rates  TV  as  its 
No.  1  source  of  information. 

Generation  Y.  sometimes 
called  “millennials.”  is 
young  enough  to  be  still 
forming  readership  habits, 
yet  affluent  enough  to 
account  for  S12I  billion  in 
spending  last  year.  One  rea¬ 
son:  teen-age  girls  in  this 
generation  spend  an  average 
$83  every  week,  according 
to  Newspaper  Management 
Center  research. 

“They  really  trust  newspa¬ 
pers.  this  generation.”  Smith 
said.  "Of  course,  I  wish  they 
would  use  them  rather  than 
Just  trust  them  —  but  we’re 
working  on  that.” 

Newspapers  lead  TV 
in  original  Web  content 

For  those  who  say  news¬ 
papers  are  behind  in  the 
cyberspace  race,  here’s  a 
flash:  newspapers  are  way 
ahead  of  local  TV  when  it 
comes  to  publishing  original 
Web  content,  a  study  found. 

Fewer  than  I59f  of  all 
local  TV  stations  post  origi¬ 
nal  news  online,  while  news¬ 
papers  and  magazines  are 
starting  to  do  it  in  a  big  way. 
found  the  Media  in 
Cyberspace  study  by  Steven 
S.  Ross,  a  Columbia 
University  associate  profes¬ 
sor,  and  Don  Middleberg,  a 
New  York  public-relations 
executive. 

Of  223  broadcast  Web 
operations  researchers  con¬ 
tacted  in  June  and  July,  only 
40  were  posting  original 
news  content,  the  study 
found.  (NBC  led  its  competi¬ 
tors  in  getting  its  affdiates  to 
establish  Web  operations,  the 


study  also  found.) 
Meanwhile,  of  1,489  daily 
newspapers,  1 , 1  (X)  have  Web 
sites  with  news  online.  Ross 
said. 

Chronicle  comes  out 
—  against  ‘Sunshine’ 

The  San  Francisco 
Chronicle  found  itself  in  an 
unusual  position  when  it 
came  out  against  Proposition 
G,  an  initiative  on  the  Nov.  2 
ballot  to  reform  the  city’s 
Sunshine  Ordinance. 

While  other  newspapers, 
elected  officials,  and  a  number 
of  Journalism  and  community 
groups  lined  up  to  support 
Prop.  G.  the  Chronicle  assert¬ 
ed  in  an  Oct.  9  editorial  that 
Prop.  G  goes  too  far  and 
would  “disrupt  city  business 
to  an  unreasonable  degree.” 

“This  was  a  tough  call,  not 
only  for  a  newspaper,  but  this 
newspaper,”  said  John  Diaz, 
Chronicle  editorial-page  edi¬ 
tor.  He  said  the  editorial  board 
had  a  strong  consensus  on  the 
issue,  but  not  without  plenty 
of  discussion.  “Personally.  I 
had  very  mixed  feelings  on  it. 
because  I  knew  we  would  get 
a  lot  of  attention  on  it.” 

The  amendment’s  contro¬ 
versial  portions  include  a 
ban  on  private  meetings 
between  the  mayor  and  any 
group  as  well  as  a  require¬ 
ment  that  the  city  make  pub¬ 
lic  documents  relating  to 
negotiations. 

Other  opponents  say  Prop. 
G  would  cost  too  much  to 
enforce  and  raises  too  many 
legal  questions.  Supporters 
such  as  the  Sun  Francisco 
Examiner  counter  that  it 
would  plug  the  loopholes  and 
put  teeth  in  the  existing  law. 

Israeli  publisher’s 
accused  of  murder 

Convicted  wiretapper  Rati 
Pridan  alleged  that  the  pub¬ 
lisher  of  a  leading  Israeli 
daily  plotted  to  murder  two 
rival  publishers.  The 
Associated  Press  reported. 


Ofer  Nimrodi,  publisher  of 
Maariv,  denied  the  accusa¬ 
tion.  saying  he  was  the  vic¬ 
tim  of  attempted  extortion. 

The  case  began  in  the  early 
I99(K  when  Nimrodi  hired 
private  investigators  to  wiretap 
the  offices  of  one  of  his  rival 
tabloids  during  a  circulation 
war.  Nimrodi  served  four 
months  in  prison  following  an 
investigation.  Pridan,  one  of 
the  hired  wiretappers,  is  serv¬ 
ing  time  and  cooperating  with 
police  in  a  probe  into  whether 
Nimrodi  plotted  to  kill  the 
other  wiretapper.  Yaakov  Tzur. 

‘Pushy’  news  service 
seeks  wider  reach 

NewsPage.com,  a  “push” 
news  service  with  more  than 
1  million  daily  subscribers, 
has  changed  its  name  to 
Individual.com  and  is  launch¬ 
ing  a  S4-milIion  ad  campaign 
aimed  at  busy  professionals. 

Individual.com  sends  free 
individualized  news  feeds 
from  44  news  agencies, 
divided  into  more  than  1 .000 
categories. 

lndividual.com  has  1.1  mil¬ 
lion  users,  up  from  327.000  at 
the  end  of  May.  Competitors 
Pointcast.net  had  228.(XX)  sub¬ 
scribers  and  My.Yahoo.com, 
had  about  7  million  at  the  end 
of  September. 

SeaWe  Times  \o  rise 
early  as  of  March  6 

The  afternoon  Seattle  Times 
set  March  6  as  its  conversion 
date  to  a  morning  newspaper. 

The  Tones  announced  earli¬ 
er  this  year  it  would  convert  to 
the  morning  cycle  becau.se  of 
readers’  increasing  preference 
for  a.m.  papers  and  the  diffi¬ 
culty  of  afternoon  delivery. 

The  Tones  will  be  competing 
head-to-head  with  its  Joint- 
operating-agreement  partner, 
the  Seattle  Post-Intelligencer. 

—  Reported  and  written 
by  Mark  Fitzgerald, 

Jim  Moscou,  Lucia  Moses, 
and  Joe  Strupp,  with 
Harold  Treskunoff 
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Fourthestate 

By  Lucia  Moses 

Sawyer  Ferguson  Walker 
in  bankruptcy  proceedings 


Sawyer  Ferguson  Walker,  the 

venerable  newspaper  ad  rep 
firm  that  went  belly  up  in 
March  after  70  years,  is  now 
in  bankruptcy  proceedings. 

As  part  of  the  liquidation  process,  a 
Nov.  1 0  hearing  on  a  motion  to  auction  off 
the  company’s  lease  at  New  York’s  One 
Rockefeller  Plaza  has  been  set  by  the  U.S. 
Bankruptcy  Court  in  the  Southern  District 
of  New  York. 

But  the  picture  doesn’t  look  good  for 
creditors.  Three  retired  employees  are 
seeking  $1.27  million  they  say  Sawyer 
owes  them,  and  others  are  lining  up  with 
their  hands  out. 

The  three  started  the  ball  rolling  July 
20  when  they  filed  an  involuntary  petition 
for  relief  under  Chapter  7  of  the  U.S. 
Bankruptcy  Code. 

One  of  them.  George  Belton,  retired  in 
1990  as  a  senior  vice  president  after  34 
years  with  the  firm.  He  figures  he’s  spent 
an  estimated  $75,000  in  legal  fees  chasing 


Former  Sawyer  Ferguson  Walker 
executives  haven’t  strayed  far  from  the 
newspaper  business. 

After  the  firm  abruptly  closed  in 
March,  many  of  its  employees  landed  at 
other  rep  firms  or  at  newspapers,  or 
went  out  on  their  own. 

A  handful  of  salespeople  went  to 
work  for  the  Denver  Rocky  Mountain 
News.  Seventeen  started  a  new  rep  firm. 
Newspaper  Partners  Inc.  (NPI),  out  of  a 
conference  room  of  The  Record  in 
Hackensack.  N.J.  NPI  has  signed  up  24 
clients,  including  several  former  Sawyer 
clients,  and  plans  to  open  two  more 
offices  this  year,  for  a  total  of  six. 
Owners  say  they  plan  to  stay  small,  with 
a  target  of  30  clients. 

“We’re  in  a  profit  mode  now,’’  said  Ben 
Zangara,  NPI  president.  “We  think  in  the 
next  60  to  90  days  we’ll  expect  to  have  a 


$656,000  he’s  owed  from  a  stock  redemp¬ 
tion  program  in  which  he  and  a  number  of 
executives  participated.  Now  72,  he’s  still 
living  comfortably,  thanks  to  a  pension, 
profit-sharing,  and  Social  Security. 

“It’s  a  total  shock,  that  what  1  was 


counting  on  to  have  a  happy  retirement 
was  no  longer  there,”  Belton  said.  “I’m 
not  dying,  but  compared  to  the  wonderful 
life  I  would’ve  had.  1  have  to  be  careful 
about  spending  money.” 

Meanwhile,  Sawyer  and  John  M. 
Power,  who  was  its  half-owner  and  direc¬ 
tor,  have  left  Sawyer’s  New  York  home 
offices,  which  look  down  on  the  ice-skat- 


major  announcement  about  new  clients.” 

A  wave  of  Sawyer  employees  left  in 
1995  when  the  firm  came  under  new 
ownership. 

One  of  them  was  John  Mennenga,  a 
former  marketing  executive  at  Sawyer, 
who  became  a  market-share  consultant 
to  such  clients  as  the  New  York  Times 
Regional  Newspaper  Group  and  Pulitzer 
Inc.  He  also  runs  the  27-member 
Independent  Newspaper  Group. 

Jonathan  Thompson,  the  former 
Sawyer  president  who  left  in  1997,  now 
runs  an  Internet  consulting  firm. 

All  in  all.  Sawyer’s  former  execu¬ 
tives,  many  of  them  longtime  employ¬ 
ees,  could  have  done  worse. 

One  notable  exception:  Sawyer’s  for¬ 
mer  half-owner  and  director,  John  M. 
Power,  is  unemployed.  He  declined  to 
discuss  his  plans.  —  Lucia  Moses 


ing  rink  at  Rockefeller  Plaza,  and  where 
the  defunct  firm  allegedly  owes 
$376,486.72  in  eight  months’  back  rent 
and  charges. 

When  it  closed.  Sawyer  was  one  of  the 
nation’s  oldest  and  biggest  independent  ad 


rep  firms  with  about  65  employees 
and  roughly  65  newspaper  clients,  includ¬ 
ing  The  Washington  Post.  Milwaukee 
Journal  Sentinel,  and  the  Tampa  Tribune. 

At  the  time.  Power  said  Sawyer’s  bank. 
Safra  National  Bank  of  New  York,  had 
pulled  a  line  of  credit  and  bounced  com¬ 
pany  checks  without  notice.  Under  its 
1997  lease  agreement  with  Safra,  Saw¬ 
yer’s  accounts  receivables  were  deposited 
in  a  lockbox  at  the  bank  to  insure  collec¬ 
tion  of  the  bank’s  unpaid  loans,  advances, 
and  overdrafts. 

The  company’s  financial  problems  pre¬ 
dated  Power.  In  the  early  1990s.  the  com¬ 
pany  was  buckling  under  the  weight  of  the 
poor  economy,  competition,  and  high  pay¬ 
ments  to  retirees  who  were  shareholders. 
Power  came  on  the  scene  in  1995,  when 
Sawyer  was  sold  to  Berkeley  Acquisition 
Corp.  (BAG),  a  New  York-based  company 
with  media  and  advertising  holdings. 
Power  was  president  of  BAG,  which  a 
year  earlier  bought  Vitt  Media  Interna¬ 
tional,  a  media-buying  service  that  since 
has  gone  out  of  business. 

The  Sawyer  takeover  raised  eyebrows 
when  word  got  out  that  one  of  BAG’S 
executives,  Gilbert  Federbush,  had  a  crim¬ 
inal  background.  Federbush  was  convict¬ 
ed  in  1980  on  six  counts  of  federal  mail 
and  wire  fraud.  After  the  San  Francisco 
Examiner  and  San  Francisco  Chronicle 
canceled  their  contract,  he  resigned  from 
the  company. 


It^  a  total  shock,  that  what  I  was  counting  on 
to  have  a  happy  retirement  was  no  longer  there. 

—  George  Belton,  Sawyer  Ferguson  Walker  retiree 


Where  are  they  now? 
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Power  sought  to  distance  Federbush 
from  Sawyer’s  operations.  But  Federbush 
didn't  leave  the  picture  entirely.  He  was 
half-owner  of  Sawyer  when  it  closed,  and 
Safra  said  Federbush  was  operating  a 
business  out  of  Sawyer's  former  offices 
and  using  the  bank's  cash  collateral,  in 
violation  of  the  lease.  Federbush  has  since 
vacated  the  offices  under  court  order. 

Power  said  he  moved  out  of  the  offices 
in  March  and  didn’t  know  how  his  former 
partner  wound  up  in  One  Rockefeller 
Plaza,  although  former  executives  said 
they  saw  Federbush  there  from  time  to 
time.  Power  said  he  severed  ties  with 
Federbush  years  ago. 

"Fve  led  a  life  where  1  tried  to  operate 
in  a  professional  and  ethical  fashion,  and 
1  think  it  was  better  not  to  be  involved 
with  Mr.  Federbush.”  Power  said  in  an 
interview  last  week.  “  ...  I  have  not  sublet 
anything  to  anybody.  It  was  only  very 
recently  that  I  became  aware  that  he  was 
in  the  space.” 

Dan  Tomlinson,  chairman  and  CEO  of 


Sawyer  when  it  was  sold  to  BAC.  said  in 
an  interview  last  week  that  Power  was  a 
smooth  talker  who  impressed  him  at  the 
time  with  his  intelligence 

“I  feel  guilty  having  been  the  engineer 
of  this  thing.”  he  said.  “A  lot  of  people  got 
hurt  who  didn't  deserve  to  get  hurt.” 

Tomlinson  retired  a  few  months  after 
the  sale  and  said  Sawyer  still  owes  him 
more  than  half  a  million  dollars  in  share¬ 
holders  payments.  Like  other  former 
executives,  he  blames  Power  for  the  com¬ 
pany’s  demise. 

“I’m  not  going  to  go  so  far  as  to  say  he 
played  illegal  games,  but  he  skirted  it,”  he 
said.  “He  spent  money  in  places  he 
shouldn’t  have.” 

Power  maintained  the  firm  was  already 
sinking  when  he  took  over.  He  said  while 
the  company  was  adding  clients  and  near¬ 
ly  profitable,  it  wasn’t  enough. 

“I  attempted  to  get  lines  of  credit.  I 
looked  into  a  great  number  of  alternatives 
over  the  past  year,  and  I  was  unable  to  get 
them  accomplished,”  he  said.  “It  was  a 


very  painstaking  and  methodical  process.” 

Former  President  Jonathan  Thompson, 
who  left  in  1997,  maintained  the  company 
was  relatively  successful.  “The  problem 
was,  we  had  a  whole  bunch  of  people 
retiring  who  we  had  to  cash  out.”  he  said. 
“It  could  have  survived  if  there  had  been 
some  accommodation  with  the  retirees 
and  future  retirees.” 

Some  former  Sawyer  executives  say 
that  while  they’ve  given  up  hope  that 
they’ll  ever  see  the  money  due  them, 
they’re  sad  to  see  a  company  with  a  proud 
history  go  down  in  infamy. 

"The  company  we  sold  was  one  of  the 
most  honorable  companies  there  was.” 
Tomlinson  said.  “Our  word  was  our  bond. 
We  prided  ourselves  on  our  fairness.” 

“It  was  the  Cadillac  of  the  representa¬ 
tive  business,”  Blackfield  said. 

Said  Belton:  “I  would  like  to  see  John 
Power  pay  for  all  the  harm  to  the  lives  of 
good  people  he  destroyed.  I  just  don’t 
want  to  see  him  going  around  and  doing 
the  same  thing  to  other  companies.”  ■ 


Stockwatch 


E&P's  Stockwatch  is  updated  daily  at  http://www.mediainfo.eom/.stocks. 
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NET  PERCENT 
CHANGE  CHANGE 

E&P  Newspaper  Stock  Index 

1133.94 

18.07 

1.59% 

E&P  Magazine  Stock  Index 

956.52 

2.36 

0.25% 

E&P  TV/Cable  Stock  Index 

1120.66 

45.69 

4.25% 

NASDAQ 

2802.52 

14.39 

0.52% 

E&P  Internet  Stock  Index 

1369.26 

12.50 

0.91% 

E&P  Radio  Stock  Index 

1256.90 

51.31 

4.08% 

Dow  Jones  Industrial  Average  10394.89 

2,53 

0.02% 

S&P  500 

1296.71 

7.28 

0.56% 

Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests  as  of  Wedne.sday,  Oct.  27. 
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CHANGE 

CHANGE 
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CHANGE 

HIGH 

LOW 

VOLUME 

Belo 

BLC 

18.63  ■ 

18.44 

0.19 

1.02% 

-1.31 

-6.58% 

24.50 

16.37 

414,500 

Central  Newspapers 

ECP 

42.00 

43.13 

-1.13 

-2.61% 

6.28 

17.59% 

45.68 

29.87 

159,500 

Dow  Jones  &  Co 

DJ 

57.69 

56.94 

0.75 

1.32% 

9.56 

19.87% 

59.43 

43.62 

159,500 

E.W.  Scripps 

SSP 

46,06 

44.81 

1.25 

2.79% 

-3.69 

-7.41% 

53.00 

40.50 

58,000 

Gannett  Co 

GCI 

73.50 

70.69 

2.81 

3.98% 

9.00 

13.95% 

77.00 

60.00 

1,106,500 

Harte-Hanks  Inc 

HHS 

21.00 

21.75 

-0.75 

-3.45% 

-7.50 

-26.32% 

29.25 

21.00 

186,500 

Hollinger  Inti  Inc 

HLR 

9.88 

10.25 

-0.38 

-3.66% 

-4.06 

-29.15% 

16.81 

9.75 

472,500 

Journal  Register 

JRC 

13.56 

12.88 

0.69 

5.34% 

-1.44 

-9.58% 

23.00 

11.37 

37,000 

Knight  Ridder 

KRI 

59.38 

58.25 

1.13 

1.93% 

8.25 

16.14% 

60.75 

45.37 

919,000 

Lee  Enterprises 

LEE 

29.13 

28.19 

0.94 

3.33% 

-2.38 

-7.54% 

31.50 

26.00 

89,500 

McClatchy  Co 

MNI 

38.19 

38.44 

-0.25 

-0.65% 

2.81 

7.95% 

39.87 

29.00 

83,000 

Media  General 

MEG.A 

53.94 

51.75 

2.19 

4.23% 

0.94 

1.77% 

59.50 

43.25 

52,500 

New  York  Times 

NYT 

38.94 

40.06 

-1.13 

-2.81% 

4.25 

12.25% 

43.25 

26.00 

645,000 

.  Pulitzer  Inc 

PTZ 

42,38 

41.50 

0.88 

2.11% 

-0.13 

-0.29% 

48.56 

39.87 

52,500 

Thomson  Corp  (a) 

TOC 

40.20 

43.00 

-2.80 

-6.51% 

8.58 

27.11% 

NA 

NA 

633,231 

Times  Mirror 

TMC 

67.69 

70.13 

-2.44 

-3.48% 

11.69 

20.87% 

72.00 

53.25 

137,000 

Tribune  Co 

TRB 

54.19 

52.50 

1.69 

3.21% 

21.19 

64.20% 

55.75 

27.31 

2,459,500 

Washington  Post 

WPO 

516.50 

501.88 

14.63 

2.91% 

-61.44 

-10.63% 

594.50 

490.12 

15,500 

•Number  of  shares  traded 

(a)  Canadian  dollars 

Source:  Nordby  International  Inc.  (nordby.com).  Boulder,  Colo. 
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viewpoint 


Getting  what  you  pay  for 

What  is  it  about  human  talent  that  makes  newspapers  clutch  their  wal¬ 
lets  so  tightly?  Newspapers  prove  day  after  day  that  they're  ready  to  make  big 
capital  investments  to  prevail  in  this  utterly  changed  and  uncharted  media  envi¬ 
ronment.  From  the  front  office  to  the  loading  dock,  newspapers  are  filled  with 
new  equipment.  Newspapers  are  spending  serious  money  to  retrofit,  expand, 
and  streamline  their  existing  facilities. 

When  it  comes  to  investing  in  the  talent  that  creates,  shapes,  and  sells  their 
content,  however,  newspapers  remain  stuck  in  a  time  warp.  Newspaper  com¬ 
pensation  models  don’t  simply  predate  the  Web  —  they’ve  barely  moved 
beyond  the  era  of  the  Underwood  typewriter. 

This  long-standing  fault  of  newspapers  comes  to  mind  now  for  two  reasons. 
The  first  was  the  release  of  the  annual  survey  of  journalism  school  graduates 
conducted  for  the  Accrediting  Council  on  Education  in  Journalism  and  Mass 
Communications  ( ACEJMC).  The  results  were  presented  as  evidence  of  how  in 
this  robust  economy  new  j-school  graduates  had  newspapers  at  their  mercy.  For 
the  second  year  in  a  row,  the  survey  commentary  said,  salaries  “increased  rather 
sharply.’’  Presstime,  the  magazine  of  the  Newspaper  Association  of  America, 
headlined  its  report  on  the  survey,  “Young  Journalists  Prosper.’’ 

The  good  news?  In  1998,  those  graduates  bright  and  accomplished  enough  to 
get  a  job  at  a  daily  newspaper  right  out  of  school  earned  a  median  salary  — 
including  wages,  stock  options,  signing  bonus,  no-interest  loans,  certain 
deferred  payments,  housing  and  moving  allowance,  and  personal  u.se  of  com¬ 
pany  aircraft  expressed  as  income  as  per  IRS  Code  Section  6SJ7  —  of  $24,000. 

Even  this  king’s  ransom  is  not  quite  what  it  appears  to  be.  the  ACEJMC  sur¬ 
vey  acknowledges.  Adjusted  for  inflation,  the  salary  was  actually  down  from 
1995,  and  an  accompanying  chart  indicates  that,  using  constant  dollars,  daily 
newspapers  are  paying  new  journalists  now  essentially  the  same  median  salary 
they  were  paying  in  1987,  about  $15,000. 

The  second  reason  newspapers’  penuriousness  with  their  talent  came  to  mind 
were  some  thoughtful  comments  Real  Media  President  Dave  Morgan  made  at 
the  Inland  Press  Association  annual  meeting  this  week.  Morgan  reminded  the 
audience  that  some  of  the  key  people  who  developed  new  media  for  newspapers 
no  longer  work  in  the  industry. 

“You  have  been  bleeding  talent  for  years,”  he  said.  That’s  true  not  just  at  the 
top  creative  and  content  levels  but  in  marketing  and  sales,  Morgan  noted.  And 
why  shouldn’t  salespeople  head  for  the  Internet? 

“They  have  stock  participation.  They  have  a  lot  of  freedom,  and  they’re  mak¬ 
ing  good  salaries,”  he  said. 

“This  business,”  Morgan  warned,  “is  going  to  be  won  on  talent,  and  when 
newspapers  compete  on  talent,  they’re  going  to  have  a  hard  time.” 

Newspapers  make  it  hard  for  themselves  not  because  they  don’t  throw  stock 
options  at  29-year-olds.  The  larger  problem  is  that  newspapers  remain  faithful 
to  a  tradition  that  held  papers  back  for  decades  and  is  ruinous  now.  It’s  the  idea 
that  to  be  a  reporter  is  to  take  a  vow  of  poverty.  Or  that  salespeople  should  be 
held  in  check  by  layers  of  management.  It’s  the  mindset  that  can  imagine  young 
journalists  “prosper”  when  they  are  offered  the  same  salary  doled  out  during  the 
Reagan  administration. 

The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March  22.  1884;  NewspaperJom.  March  1892; 
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Life  on  Death  Row 

I  wholeheartedly  agree  with  Mike 
Graczyk's  assessment  of  “routine”  exe¬ 
cutions  (E&P,  Oct.  9.  p.  8).  In  the  year 
and  a  half  since  I  graduated  from  j- 
school,  I  have  witnessed  two  executions 
by  lethal  injection,  and  I  have  written 
about  five  other  executions  for  a  special 
newspaper  section  that  “looked  back”  at 
local  events  of  the  past  decade.  (At  exe¬ 
cutions  in  Arkansas,  three  media  witness¬ 
es  are  required  —  one  representative  each 
of  The  Associated  Press,  the  print  media, 
and  the  broadcast  media.) 

The  one  detail  that  continues  to  strike 
me  about  each  of  these  death  sentences 
is  the  uniqueness  of  every  case.  For  each 
man  or  woman  executed  in  America,  a 
different  story  led  them  to  death. 

Although  many  executions  may  be 
considered  sterile  and  the  events  sur¬ 
rounding  an  execution  may  .seem  mun¬ 
dane.  the  event  should  prompt  members 
of  the  media  to  focus  on  the  victims  and 
the  victims’  families,  who  more  than 
likely  have  been  waiting  for  the  execu¬ 
tion  date  for  many  years.  The  victims’ 


50 

YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher.  Oct.  29.  1949 

Something  has  been  subtracted 
from  the  “seven  millionaires”  of  the 
Washington  Time s-He raid.  They’ll 
split  $4.5  million  instead  of  the 
$7  million  that  was  the  reported  val¬ 
ue  of  the  newspaper  when  Publisher 
Eleanor  M.  Patterson  willed  it  to 
them. 


President  Truman  signed  the  new 
Minimum  Wage  Bill  this  week.  It 
requires  employers  to  pay  at  least  75 
cents  an  hour  to  all  workers,  begin¬ 
ning  three  months  from  the  date  of 
signing  (Oct.  26). 


[Long  Island,  N.Y.]  Newsday'% 
publisher,  managing  editor,  and  six  of 
its  reporters  have  been  ordered  to 
appear  Oct.  31  before  a  Suffolk 
County  grand  jury,  which  will  inves¬ 
tigate  an  alleged  bribe  offered  to  a 
staffer  to  keep  the  paper  from  expos¬ 
ing  local  gambling. 


stories  are  important,  a  fact  sometimes 
forgotten  when  a  Death  Row  inmate 
makes  the  news. 

Whether  a  journalist  agrees  with  the 
death  penalty  is  not  an  issue.  The  fact 
remains  that  executions  are  the  ultimate 
punishment  through  our  country’s  judi¬ 
cial  system,  and  as  long  as  executions 
are  carried  out,  they  belong  (locally,  at 
least)  on  Page  One. 

Jennifer  Gill 
reporter 

Southwest  Times  Record 
Fort  Smith,  Ark. 

OK,  but  don’t  call  us,  ‘Shirley’ 

A  “Newsbriefs”  item  on  The  Hulk 
{E&P,  Oct.  16.  p.  18)  says  that  court 
documents  noted  Terry  Hogan  denied 
battering  Broward  Liston,  “a  point 
affirmed  by  several  other  witnesses.” 
Was  the  “point  affirmed”  Hogan’s 
denial?  Surely,  witnesses  aren’t  needed 
to  affirm  what  is  noted  in  court  docu¬ 
ments.  Perchance  the  witnesses  affirmed 
the  battering. 

It  is  the  constant  problem  of  using  a 
parenthetical  phrase  of  more  than  a  cou¬ 
ple  of  words:  it  requires  a  reader  to  hold 
the  primary  statement  in  abeyance  while 
reading  the  subordinate  phrase  in  order 
to  do  literary  calculations  to  fit  the  full 
thought  together. 

Why  make  such  demands  of  a  reader? 


If  you  just  gotta  use  ’em.  tie  ’em  in 
directly:  “a  battering  affirmed  by  sever¬ 
al  other  witnesses.” 

Time  would  be  better  spent,  however, 
recalling  the  legend  of  Clifton  Daniel 
giving  his  managing  editors  an  endless 
supply  of  periods  to  replace  an  over¬ 
abundance  of  commas  in  The  New  York 
Times. 

And  the  reference  to  “other"  witness¬ 
es  leads  to  a  question  as  to  an  initial  wit¬ 
ness  whom  the  item  doesn’t  name. 

Glen  Castlebury 
Austin.  Texas 

Correction 

In  a  “Cream  of  the  Columnists”  story 
starting  on  Page  12  of  its  October  1999 
issue,  Media'mfo.com  misidentified 
James  Coates 
and  Craig  Cross¬ 
man  as  “syndi¬ 
cated”  colum¬ 
nists.  In  fact, 
both  of  their 
columns  are  car¬ 
ried  by  the 
Knight  Ridder/- 
Tribune  News 
Service,  which, 
for  an  annual 
fee,  allows  clients  to  use  as  many  stories 
and  columns  from  its  stable  of  writers  as 
they  wish. 
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Newspaper  execs’ 
holiday  heaven 


Sdl^s^Bc 


Are  you  listening? 


by  Ken  Liebeskind 

Newspaper  advertising  executives  are  gearing  up  for  a  strong  holiday  season, 
with  national,  not  local  retail,  being  the  prized  package  under  the  tree. 

Nearly  all  executives  surveyed  by  E&P  think  national  will  sell  heavier  than  local 
retail,  the  traditional  holiday  leader,  which  will  show  smaller  gains. 

“National  will  be  extremely  huge  in  the  fourth  quarter  with  20%  to  30%  gains,  led  by 
dot.com  and  e-commerce,”  says  Dennis  Grant,  vice  president  of  advertising  at  the 
Chicago  Tribune. 

Indeed,  the  dot.com  business  has  been  “enormous,”  agrees  Nick  Cannistraro,  presi¬ 
dent/general  manager  of  the  Newspaper  National  Network,  but  only  the  biggest  papers 
are  getting  most  of  the  business  so  far,  he  says. 
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gones  up, 
says  David 
Landsberg, 
vice  president  of 
advertising. 

The  leader  is 
automotive.  “It’s  up 
double  digits,”  he  says, 
campaigns  are 
heavier,  with  twice  the  fre¬ 
quency,”  he  says,  with 
advertisers  often  placing  full- 
page  ads  to  introduce  new  mod¬ 
els.  Both  U.S.  domestic  and 
Japanese  import  firms  are  buying. 
General  Motors  spent  heavily  in 
the  third  quarter  to  promote  sport  util¬ 
ity  vehicles  and  light  trucks,  Can- 
nistraro  says,  but  he  is  unsure  whether 
it  will  continue  to  do  so  during  the  holi¬ 
day  season. 

Landsberg  says  telecommunications  is 
another  strong  national  category  at  the 
Herald. 

That  category  has  grown  because  carri¬ 
ers  now  have  more  than  their  low  rates  to 
advertise.  “Phone  companies  are  offering 
cable  TV  and  high-speed  Internet  access, 
and  the  market  for  phone  equipment  like 
cell  phones  is  strong,”  says  Miles  E. 
Groves,  senior  vice  president  and  chief 
economist  of  the  Barry  Group,  a  Beth- 
esda,  Md.,  consulting  firm,  and  former 


chief  economist  for  the  Newspaper  Asso¬ 
ciation  of  America. 

The  national  gains  at  the  Herald  are 
offsetting  a  weak  retail  sector,  which 
was  beset  by  store  closings,  including 
Upton’s,  a  major  furniture  retailer.  “It's 
hurt.  We've  had  a  tough  time,”  Lands¬ 
berg  says. 

But  many  papers  see  a  healthier  retail 
environment  that  will  prosper  during  the 
holiday  season. 

“Retail  will  be  stronger  than  it  has 
been  all  year,  with  businesses  going  after 
the  elusive  Christmas  dollar,”  says 
Grant,  who  predicts  all  retail  categories 
will  be  up. 

He  adds  run  of  press  (ROP)  and  pre¬ 
prints  were  strong  all  year  but  would  be 
even  stronger  in  the  fourth  quarter  when 
“traditional  advertisers  will  buy  ROPs  for 
specials.” 

Mike  Lemke,  vice  president  of  adver¬ 
tising  at  The  Seattle  Times,  projects  heavy 
retail  ads  because  of  “the  strong  income 


Ad  revenue 
third-quarter  results 

Total  ad  revenue  for  U.S.  newspa¬ 
pers  was  up  6.5%. 

National:  up  13-14% 

Clasatflad:  up  10.5% 
Local  retail:  up  3.5% 

iource:  Newspaper  Nalror  a'  Network 


in  the  high-tech  area”  and  the  fact  that 
Boeing  awarded  high  bonuses  to  machin¬ 
ists,  which  drives  retail  business. 

Richard  Reeves,  advertising  director  of 
the  St.  Petersburg  (Fla.)  Times,  predicts 
there  will  be  retail  gains  from  adverti.sers 
“who  haven't  promoted  all  year  and  are 
saving  up  for  the  holiday  season.” 

Mark  Barebo,  advertising  director  of 
The  Sun  News  in  Myrtle  Beach.  S.C., 
says,  “We  expect  a  decent  fourth  quarter 


“Many  dot.com  advertisers  believe 
they  only  need  to  run  ads  in  a  few  of  the 
top  papers,”  he  says,  "but  we  argue  they'd 
be  well-advised  to  broaden  their  reach.” 

There  are  two  types  of  dot.com  adver¬ 
tisers,  those  building  a  brand  and  those 
trying  to  accelerate  an  initial  public 
offering.  The  latter  may  “only  advertise 
in  papers  in  financial  centers,”  Can- 
nistraro  says. 

The  Miami  Herald  is  one  paper  that  has 
yet  to  capitalize  on  dot.com  advertising. 
Still,  “national  is  on  fire,  with  all  cate- 
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The  advertisers  can  also  sell 
their  products  on  the  newspa¬ 
pers’  e-commerce  mall,  which 
Antus  Koncar  says  is  a  valu¬ 
able  location  because  the  site, 
madison.com,  “is  established 
with  high  visibility.” 

One  ad  director  who  is  con¬ 
cerned  about  the  holiday  retail 
|H||^  season  is  Cindy  Elliot 
of  the  Athens  (Ga.) 

She  experienced  a  “softening 
of  local  retail  in  October”  and 
fears  consumers  won’t  want  to 
spend  as  much  this  year. 

/  “People  are  nervous  about 
--  J  Y2K.”  she  says.  “Some  are  con- 


back  with  lower  losses  in  the 
fourth  quarter,  and  real  estate 
is  getting  better,”  Grant  says. 

Help-wanted  has  dropped 
due  to  the  low  unemployment 
rate  and  because  advertisers 
have  pulled  some  of  their  ads 
from  newspapers. 

Newspapers  are  fighting 
back  by  advertising  jobs  on 
the  Internet  and  developing 
new  classifieds  programs.  The 
Myrtle  Beach  Sun  News  started  Red  Hot 
Jobs,  running  classifieds  in  the  enter¬ 
tainment  section  on  Fridays  and 
Saturdays  to  attract  young  people  who 
work  service  jobs  in  the  area.  “It’s  been 
a  great  success  financially,”  according 
to  Barebo. 

Another  classifieds  innovation,  at  The 
Tennessean  in  Nashville,  is  a  pullout  sec¬ 
tion  on  Fridays  and  Saturdays  for  mer¬ 
chandise  and  garage-sale  ads.  “We’re 
hoping  it  will  build  private-party  ad 
count.”  says  Leslie  Giallombardo,  vice 
president/advertising  director. 

Expectations  for  a  strong  holiday 
sales  season  are  rooted  in  the  industry’s 
robust  third-quarter  financial  results.  All 
categories  were  up,  with  national  lead¬ 
ing  the  way. 

Newspaper  executives  report  national 
gains  in  many  categories,  not  just 
dot.com.  automotive,  and  telecom,  but 
package  goods,  motion  pictures  and  air¬ 
line  as  well. 

In  Las  Vegas,  National  Airlines,  a  new 
airline,  started  advertising  with  the  Las 
Vegas  Sun  and  America  West,  which  had 
stopped  advertising,  came  back,  accord¬ 
ing  to  Advertising  Director  Jack  Harpster. 

While  many  executives  say  retail  was 
flat,  some  papers  responded  with  new 
programs  to  boost  sales,  including  the 
Lincoln  (Neb.)  Journal  Star,  which  start¬ 
ed  Top  of  Mind  Awareness  (TOMA),  a 
small-space  frequency  program.  The 
paper  offers  50%  discounts  on  smaller 
ads  from  four  to  eight  column  inches. 
“We  have  30  to  35  advertisers  who  did¬ 
n’t  advertise  or  advertised  only  once  a 
week  who  advertise  three  times  weekly 
now,”  says  Jeff  Barr,  retail  advertising 
manager. 

In  Worcester,  Mass.,  the  Telegram  & 
Gazette  ran  “local  local”  ads.  The  paper  ran 
short  features  about  local  streets  with  ad¬ 
vertising  from  the  streets’  small  retailers. 

The  small  advertisers  don’t  spend  a 
lot,  but  “we  pick  up  the  pennies  and 
nickels,  and  that  adds  up  to  dollars,”  says 
Robert  N.  Recore,  advertising  sales 
director.  ■ 


Cindy  Elliot, 
Athens  Daily  News 


Miles  E.  Groves, 
Barry  Group 


Hurricane 
Floyd  spurs 
ad  sales 


Uvestock 


deaths  spur 

heaUhvornes 


'  I  I  umcane  Floyd  wreaked 
i  VV  havoc  on  eastern  North 
\  a  a  Carolina  in  September,  but 
provided  a  boost  to  The  News  & 
1  Observer  in  Raleigh. 

“We’re  looking  at  $100,000 
1  plus,”  says  Jim  McClure,  director 
of  display  advertising,  referring 
■  to  the  disaster  relief  advertising 
,  the  paper  sold  to  insurance  agen- 
J  cies,  banks,  and  utilities. 

The  advertising  continued  for  six  weeks 
after  the  storm,  McClure  says. 

Insurance  companies  advertised  to  notify  customers 
of  their  toll-free  numbers  so  they  could  submit  claims. 
Banks  advertised  to  extend  credit  to  customers  who 
lost  their  homes  or  businesses.  And  utilities  advertised 
to  let  people  know  about  the  status  of  their  power, 
which  went  out  during  the  storm. 

Though  Hurricane  Floyd  was  among  the  most 
severe  storms  in  the  state's  history,  disaster  advertising 
was  higher  in  1996  after  Hurricane  Fran.  “It  came 
through  the  center  of  the  state  and  there  was  more 
damage  to  infrastructure,  in  Raleigh  and  Durham,” 
McClure  says.  “Floyd  went  through  east  Carolina, 
which  is  more  rural.”  —  Ken  Liebeskind 


Liberty  Mutual 
polic^olders 
\^o  experience 
property  dam^e 
from 

Hurricane  Floyd: 


Were  Working  Hard  To  Get 
Oui  Customers  Back  In  Touch. 
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A  dot.com  advertiser 
that  loves  newspapers 


_ _ 


^  for  less. 
St^ina 
"•cer  hotel. 
Save  up  to 

5?!P  on  your 
next  trip. 


E-commer^ 

tie-ins 


Online  affiliate  advertising.  E-commerce  malls.  There 
are  a  variety  of  ways  to  generate  advertising  revenue  from 
the  e-commerce  of  retail  companies  that  link  to  newspaper 
Web  sites. 

In  September,  the  Newspaper  Agency  Corp..  joint  operat¬ 
ing  agency  of  The  Deseret  News  and  The  Salt  Lake  Tribune, 
started  affiliate  advertising,  whereby  retailers  such  as  J.  Crew 
and  Amazon.com  solicit  sales  by  linking  to  the  Utah  papers’ 
Web  site.  “If  they  sell  something  off  our  site,  we  get  a  per- 
cent[age]  of  the  transaction,”  says  Ed  McCaffrey,  director  of 
advertising.  The  10  retailers  currently  participating  pay  from 
5%  to  15%  for  each  sale,  he  says. 

The  Athens  (Ga.)  Daily  News  has  started  its  own  e-com- 
merce  mall.  Visitors  to  its  Web  site  can  call  up  the  mall  where 
local  retailers  sell  their  products.  Thus  far,  only  a  few  local 
stores  are  participating,  but  “it  will  be  going  full  steam  ahead 
by  this  month,”  according  to  Advertising  Director  Cindy 
Elliot.  The  paper  has  created  advertising  packages  for  the 
retailers,  so  they  can  run  ads  in  the  paper  while  selling  prod¬ 
ucts  online. 

The  mall  is  the  paper’s  answer  to  a  trend  in  American 
shopping.  “Last  year  there  was  an  increase  in  online  shop¬ 
ping  with  one  quarter  of  the  gift  budget  spent  online,”  Elliot 
says.  With  another  holiday  season  approaching,  she  expects 
even  more  to  be  spent  online.  “We  have  to  position  ourselves 
to  take  advantage  of  online  buying.”  —  Ken  Liebeskind 


www.mecliainfo.com 


Name  the  dot.com  advertiser  that  spent  $4.8 
million  on  newspapers  this  year  and  $0  on 
online  advertising. 

“We’re  the  first  dot.com  business  to  use 
traditional  media  as  a  main  means  of  support.” 
says  Paul  Breitenback.  chief  marketing  officer 

of  priceline.com,  Stam- - 

,  ford.  Conn. 

The  company  uses  only 
!  newspapers  and  radio  to 
i  advertise. 

“We  use  newspapers  in 
balance  and  competition 
f;  with  radio,”  Breitenback 
I  says,  indicating  that  both  are 
I  used  initially  but  one  is  Paul  Breitenback, 

I  favored  after  it  is  determined  priceline.com 
which  works  best  in  a  given 
market. 

jj^e  company  is  advertising  in  the  top  50  to  75 
markets  in  the  United  States,  and  expanding  into 
smaller  markets.  Breitenback  says. 

Ads  are  usually  placed  once  a  week. 

Newspapers  were  chosen  because  “we  are  trying  to 
'  reach  people  likely  to  use  the  Net,”  Breitenback  says. 
Newspaper  readers  are  more  likely  to  crawl  the  Web 
than  TV  viewers  because  “TV  is  much  more  broad.”  he  says. 

The  company  uses 
Novis  Marketing. 

Minneapolis,  to  place 

its  ads.  Novis’  Randy  Ulo’ra  thp 
Grunow,  who  works 

on  the  priceline.com  first  dot.com 

account,  says  his  client  _ 

also  selected  newspa-  business  to 

L';  use  traditional 

The  company  buys  |||e(|ja  aS  3  malh 

advertising  on  a  stand¬ 
by  basis,  forfeiting  the  IUCSIIS  of  support. 

selection  of  dates  and 

location  of  ads  to  get  Brei^bartt, 

cheaper  rates,  he  says.  PriceHoe.Min 

Breitenback  de¬ 
clines  to  say  how 

much  priceline.com  will  spend  on  newspapers  in  2000. 

He  does  say,  however,  "The  more  it  works,  the  more  we  spend,” 
indicating  that  newspaper  spending  will  grow  as  long  as  the  ads 
work. 

“Newspapers  can  be  a  major  player  for  dot.com  going  into  the 
next  millennium.”  he  says.  “It  has  nothing  to  do  with  high  tech  vs. 
low  tech,  but  with  being  able  to  build  great  programs  and  main¬ 
tain  long-term  relationships.  —  Ken  Liebskind 
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We’re  the 
first  dotcom 
business  to 
use  traditional 
media  as  a  main 
means  of  support. 

—  Paul  Breittabartt, 
Priceiiiie.ram 


NFL,  other  league 
exclusive  online  r 


Web  sites  get  flagged  for  providing  play-by-play 


by  Kevin  Featherly 


Whose  ballgame  is  it,  anyway?  It’s 
a  question  being  quietly  dis¬ 
cussed  in  newsrooms  across  the 
country  as  their  online  divisions 
descend  on  major  sporting 
events,  and  as  major  sports  leagues  respond 
like  surveillance  cops  on  a  sting. 

Should  newspapers  be  restricted  in 
their  use  of  new  media  to  expand  into  live 
sports  coverage?  Do  copyright  laws  in 
any  way  restrict  the  instantaneous  dis¬ 
semination  of  news,  even  if  it  is  Dan 
Marino’s  latest  touchdown  pass?  And 
what  is  a  Web  site,  anyway?  A  printing 
press?  A  TV  set?  A  radio? 

To  the  last  of  these  questions  —  in  the 
eyes  of  the  National  Football  League,  at 
least  —  the  answer  is  clear,  and  its  poli¬ 
cies  barring  online  play-by-play  coverage 
stem  directly  from  it.  To  the  NFL,  whether 
or  not  they  belong  to  newspapers,  Web 
sites  are  essentially  broadcast  facilities. 
And  that  is  true  even  if  everything  the  sites 
transmit  is  in  text  format.  Therefore,  sites 
are  subject  to  the  same  intellectual  proper¬ 
ty  rules  that  prohibit  all  transmission  of 
play-by-play  game  accounts  over  the  air¬ 
waves,  aside  from  those  which  the  league 
sanctions  to  certain  broadcasters  —  to  the 
tune  of  hundreds  of  millions  of  dollars  a 
year  in  licensing  fees. 

“Regardless  of  the  medium  —  if  it’s 
broadcast,  print,  or  elsewhere  —  the  bot¬ 
tom  line  is  the  content,”  says  Brian 
McCarthy,  an  NFL  spokesman.  “And  the 
content  is  the  property  of  the  NFL.” 

But  do  the  actions  of  a  group  of  human 
beings  playing  a  game  on  a  football  field 
constitute  protected  “content”?  Let’s  say 
Robert  Smith,  a  Minnesota  Vikings  run¬ 
ning  back,  carries  a  football  12  yards  into 
his  opponent’s  side  of  the  football  field  on 
one  play,  then  rushes  the  ball  46  yards  into 
the  end  zone  on  the  next.  If  a  Web  journal¬ 


ist  writes  out  these  developments  for  online 
users  to  read  in  real  time,  is  that  reporter 
violating  intellectual-property  laws  protect¬ 
ing  that  “content”?  Or  is  the  reporter  mere¬ 
ly  reporting  the  news? 

“That’s  a  factual  recitation,”  says  John 
Roberts,  a  Minneapolis  new-media  attor¬ 
ney.  “It’s  news.  I  don’t  think  you  can  copy¬ 
right  a  bunch  of  facts.  But  have  the  courts 
really  battled  this  out?  No.” 

In  fact,  there  is  little  legal  precedent  to 
guide  either  side.  The  closest  thing  is  a 

I  don’t  want  to 
suggest  that 
there’s  trouble 
brewing  here ... 

—  Brett  Benson, 
St.  Paul  Pioimr  Press 


1997  suit  the  National  Basketball 
Association  filed  against  Motorola  and 
STATS  Inc.,  seeking  to  block  the  cell¬ 
phone  maker  and  the  statistics  tracker 
from  feeding  minute-by-minute  game 
scores  into  wireless  pagers.  The  NBA  ini¬ 
tially  prevailed,  but  a  federal  appeals 
court  overturned  the  lower  court  ruling.  A 
federal  judge  in  New  York  declared  the 
transmission  of  game  scores  on  pagers 
did  no  damage  to  the  NBA.  and  that  dis¬ 
seminating  simple  facts  about  the  games 
did  not  violate  NBA  copyrights.  The  suit 
did  not.  however,  address  the  issue  of 
play-by-play  coverage. 

Currently,  there  is  only  one  Web  site  — 
accessible  at  http;//www.nfl.com  —  al¬ 


lowed  to  do  live  play-by-play,  pro  football 
coverage  on  the  Internet.  The  site  was  built 
through  a  licensing  arrangement  with  one 
of  the  NFL’s  most  deep-pocketed  media 
partners,  the  ESPN  cable  TV  sports  net¬ 
work.  Major  League  Baseball’s  official  site 
—  again  the  only  sanctioned  source  for 
online  play-by-play  coverage  —  is  part  of  a 
partnership  with  CBS  Sportsline.  Even 
coverage  of  individual  sporting  events  can 
be  licensed  to  moneyed  Web  partners:  The 
Professional  Golfers  Association  licensed 
all  live  online  coverage  of  the  recent  Ryder 
Cup  golf  event  to  a  site  hosted  by  IBM. 

This  trend  leads  some  journalists  to  fear 
that  sports  leagues  are  trying  to  establish  a 
precedent  by  which  they  can  make  online 
news  organizations  pay  for  the  right  to  pro¬ 
vide  unrestricted  sports  coverage,  in  the 
same  way  that  TV  and  radio  stations  must. 
Newspapers  never  pay  such  fees. 

Brett  Benson,  executive  editor  for  online 
at  the  St.  Paul  (Minn.)  Pioneer  Press'  site, 
http://www.PioneerPlanet.com,  is  one  of 
those  with  concerns.  “If  they’re  going  to 
draw  a  line  in  the  sand.”  he  says,  “how  are 
they  going  to  tell  us  that,  ‘Your  newspaper 
can  interview  Randy  Moss,  but  your  online 
site  can’t.’?  That  seems  a  bit  unsupport- 
able.”  However,  no  such  move  on  the 
NFL’s  part  has  ever  been  suggested.  Ben¬ 
son  is  quick  to  add.  “I  don’t  want  to  suggest 
that  there’s  trouble  brewing  here,”  he  says, 
“because,  as  far  as  I  know,  everybody’s  just 
whistlin’  and  skippin’  about  this.” 

Indeed,  despite  the  concerns,  few 
online  operations  have  openly  challenged 
the  NFL’s  play-by-play  policy  as  yet, 
though  it  seems  likely  any  definitive  res¬ 
olution  would  only  be  found  in  some 
judge’s  courtroom.  (The  NFL  won’t  say 
whether  it  has  filed  or  intends  to  file  any 
lawsuits  against  particular  online  viola¬ 
tors.)  If  a  case  does  eventually  go  to 
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court,  the  NFL’s  McCarthy  says,  “We  will 
apply  the  same  defense  to  the  online 
world  [as  to  broadcasters].” 

McCarthy  says  the  NFL  has  people 
scouring  the  Web  during  each  week  of  the 
football  season,  looking  for  potential 
offenders.  And,  in  recent  years,  the  NFL 
has  blown  the  whistle  on  a  number  of  news 
organizations  that  either  did  complete 
online  play-by-play  coverage,  or  whose 
online  game  coverage  “encroached”  on 
play  by  play.  The  Milwaukee  Journal 
Sentinel's  Web  site.  http://www.jsonline. 
com,  is  one;  the  St.  Paul  Pioneer  Press' 
site  is  another.  Even  the  Web  site  of  one  of 
the  NFL's  broadcast  partners,  WCCO 
Radio  in  Minneapolis,  was  ordered  last 
year  to  cease  and  desist  in  its  online  play- 
by-play  coverage;  the  site  complied. 

However,  the  Milwaukee  and  St.  Paul 
sites  have  looked  for  ways  around  the 
restrictions  by  providing  game  reports 
every  couple  of  plays,  rather  than  after 
each  play. 

Even  so,  ironically,  PioneerPlanet’s 
work  on  its  Vikings  Now  site  comes  about 
as  close  to  broadcast-style  game  coverage 
as  a  text-based  service  possibly  could 
while  hoping  not  to  violate  NEL  restric¬ 
tions.  The  site  enlists  Bob  Sansevere,  a 
popular  Pioneer  Press  sports  columnist, 
to  type  out  color  commentary  of  the  game 
as  it  unfolds.  “All  things  considered,  this 
has  been  the  worst  game  the  Vikings  have 
played  this  season”  is  typical  commen¬ 
tary.  Meanwhile.  Sean  Jensen,  the 
Vikings  beat  writer,  describes  the  plays 
themselves  in  detail. 

What  may  be  saving  the  site  from  the 
NFL’s  wrath  is  that  the  online  coverage 
does  not  recount  every  single  play.  But  it 
doesn’t  miss  many.  During  the  Oct.  17  con¬ 
test  between  Minnesota  and  the  Detroit 
Lions.  Sansevere  and  Jensen  posted  mes¬ 


sages  to  users  a  total  of  50 
times  during  the  course  of  the  game. 
Several  online  users  also  posted  messages, 
contributing  their  comment  as  well. 

The  Milwaukee  Journal  Sentinel, 
which  once  did  full  play-by-play  cover¬ 
age  of  Green  Bay  Packers  games,  now  is 
more  conservative  in  its  coverage  than  the 
St.  Paul  paper,  posting  descriptions  only 
after  a  series  of  downs  is  completed. 
That’s  because  of  a  1997  NFL  crackdown 
on  the  site,  during  which  the  league 
reportedly  threatened  to  pull  the  press 
credentials  of  the  entire  newspaper’s  staff 
unless  the  site  stopped  the  practice. 

It  left  a  sour  taste,  says  the  site’s 
Operations  Editor  Patrick  Steigman,  who 
adds  that  the  newspaper’s  lawyers  are 
chomping  at  the  bit  to  challenge  the  NFL’s 
policy.  But  at  this  point,  the  site  won’t  do 
that,  he  says,  because  preserving  online 
game  credentials  allows  the  JSOnline  site 
to  serve  its  users  better  than  would  having 
them  yanked  over  the  issue  of  play-by-play 
coverage.  Nonetheless.  Steigman  says  he 
plans  to  begin  covering  games  online  next 
year  in  a  style  similar  to  PioneerPlanet. 

Neither  operation  has  heard  from  the 
NFL  since  the  league  complained  to  both 
in  early  1998  that  their  coverage  was 
encroaching  on  off-limits,  play-by-play 
coverage.  (Both  declined  to  modify  their 
game  coverage,  insisting  no  violations 
were  involved.) 

Steigman  says  he  takes  the  NFL’s 
silence  this  year  as  a  possible  sign  that  the 


league  is  backing  off,  that 
the  NFL  is  starting  to  recog¬ 
nize  the  value  of  having 
online  sites  serve  at  least  rel¬ 
atively  unbridled  as  promo¬ 
tional  vehicles  for  the  league. 
“This  is  doing  nothing  but 
helping  the  Packers,  helping 
the  league,"  he  says. 

However.  Steigman  may  not  want  to 
rest  too  comfortably.  McCarthy,  the  NFL 
spokesman,  says  the  league  remains  vigi¬ 
lant  about  violators,  and  that  it  shut  down 
several  sites  this  year  that  were  providing 
coverage  too  close  to  play-by-play  —  he 
declined  to  identify  them.  And,  while  he 
wouldn’t  comment  on  the  practices  of  any 
specific  sites,  he  hints  that  some  of  those 
who  have  not  yet  been  called  to  the  mat 
this  year  simply  haven’t  had  their  num¬ 
bers  come  up  yet.  "I  think  that’s  a  pretty 
good  way  to  put  it.”  he  says. 

The  whole  issue  has  got  to  come  to  a 
head  at  some  point,  says  Pioneer  Press 
Sports  Editor  Emilio  Garcia-Ruiz,  who 
first  suggested  and  conceptualized  the 
PioneerPlanet’s  current  online  Vikings 
coverage. 

“It’s  really  an  issue  that  hasn’t  been 
addressed,  but  it’s  one  that  needs  to  be 
addressed.”  he  says.  “I  don’t  think  anybody 
knows  where  this  is  all  going,  but  I  do  think 
that  before  we  allow  every  league  and 
every  sporting  event  in  the  world  to  sell  off 
Internet  rights,  there  has  to  be  some  discus¬ 
sion  about  who  has  those  rights.  Why  don’t 
we  have  the  same  right  to  do  coverage  of  a 
news  event  [online]  as  everybody  else  has? 
The  days  of  having  to  wait  1 2  hours  to  pub¬ 
lish  coverage  of  a  story  are  over.  We  can 
publish  20  seconds  after  the  moment  hap¬ 
pens.  Everybody  can  now.  So  why  is  any¬ 
body  allowed  to  sell  rights  to  that?”  ■ 
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Time  for  consumer 
crusader  comeback 

RESTORING  READERS’  CONFIDENCE  IN  ADS 
AS  WELL  AS  EDITORIAL  BY  ALLAN  WOLPER 


he  readers  are  irate. 

They  have  been  waiting  for 
rebates  on  their  computers  and 
claim  the  stores  shipped  them 
last  year’s  models  instead  of 
the  new  ones  advertised  in  the  newspaper. 

The  reporter  discovers  the  allegations 
are  true,  comers  an  ad  rep  for  comment, 
hunts  down  the  store  execs  responsible  for 
the  misleading  material,  and  perhaps 
writes  a  story  about  it. 

That  is  the  job  of  consumer  reporters, 
journalists  who  sometimes  maul  the 
advertising  fingers  that  feed  them. 

It’s  a  wonderful  concept.  The  consumer 
crusaders  bash  the  con  artists,  and  the  read¬ 
ers  feel  protected  from  predatory  advertis¬ 
ers.  In  the  best  of  times,  these  reporters 
give  newspapers  the  kind  of  credibility  that 
any  smart  business  would  die  for. 

But  these  are  not  the  best  of  times. 
Consumer  reporters  are  a  vanishing  breed. 
They  are  a  nuisance  to  the  marketing 
executives  who  are  infiltrating  editorial 
departments. 

“There  used  to  be  a  lot  more  of  us,” 
lamented  Shelby  Gilje,  the  consumer 
columnist  for  The  Seattle  Times.  “But  we 
spend  lots  of  money  on  research,  and  we 
make  advertisers  angry.” 

Gilje,  a  consumer  columnist  for  16 
years,  said  many  consumer  columns  were 
buried  in  advertising-friendly  business 
departments.  She  said  she  is  fortunate  to 
have  an  editorial  department  that  allows 
her  to  pursue  wayward  advertisers  with 
hard  questions  about  their  practices. 

“We  get  the  advertiser’s  answers  in 
writing  so  there  is  no  misunderstanding, 
and  we  interview  the  people  in  our  adver¬ 
tising  department.”  Gilje  explained.  “If 
the  problem  involves  a  number  of  people, 
we  write  a  story  about  it.” 

And  then  the  fun  starts. 

The  Duluth  (Minn.)  News-Tribune  pub¬ 
lished  a  consumer  column  six  years  ago 


that  is  still  the  talk  of  Minnesota  journal¬ 
ism  —  in  terms  of  its  tenure. 

The  columnist  invited  a  real-estate 
agent  into  her  home  and  used  the  infor¬ 
mation  he  gave  her  to  inform  readers  how 
to  sell  their  houses  without  a  broker. 

It  was  an  audition  column,  but  the  edi¬ 
tors  loved  it  so  much  they  published  it. 
Unfortunately,  real-estate  brokers  disliked 
it  so  much  they  threatened  to  withdraw 
their  advertising  if  it  continued  to  run. 

So  the  paper  killed  the  second  column 
and  never  hired  her  or  replaced  her. 

David  Holwerk,  editor  of  the  Duluth 
newspaper  for  the  past  year,  has  hired  two 
education  writers  and  has  no  plans  to 
assign  anyone  to  the  consumer  beat. 

“It’s  a  matter  of  resources,”  said 
Holwerk,  who,  as  managing  editor,  led 
the  Lexington  (Ky.)  Herald-Leader  to  a 
Pulitzer  Prize-winning  investigation  of 
the  University  of  Kentucky  basketball 
team,  one  of  the  state’s  major  industries. 
“It’s  not  that  I  worry  about  offending 
anyone,”  he  said. 

Lou  Gelfand,  the  ombudsman  for  the 
Minneapolis  Star  Tribune,  is  trying  to 
cajole  his  fellow  reader  advocates  into 
becoming  consumer-conscious. 

“I  think  it  is  a  big  issue,”  Gelfand  told 
me,  exasperated.  “But  it’s  not  something 
we  tend  to  have  panels  on  at  our  annual 
ombudsmen  conventions.” 

Today’s  typical  consumer  reporters  see 
themselves  as  part  mediator,  part  journal¬ 
ist,  and.  sometimes,  part  advice  dispenser. 

Asa  Aarons,  who  writes  a  consumer 
column  for  the  New  York  Daily  News  four 
days  a  week  that  is  known  as  “Ask  Asa” 
is  a  prototype  of  that  group. 

His  attempt  last  spring  to  alert  readers 
to  possible  computer  rebate  ripoffs  is  a 
classic  example  of  the  Aarons  technique. 

“It’s  not  always  easy  to  get  the  money 
you’re  owed,”  Aarons  reported  in  a  paper 
filled  with  computer  ads  pledging 


rebates.  “Eleanor  Rodriguez  of  the  Bronx 
is  waiting  and  waiting  for  $200  in  rebates 
from  the  purchase  of  a  computer.” 

Aarons  did  not  interview  anyone  from 
the  paper’s  ad  department,  the  stores  that 
sold  the  computer,  or  the  computer  man¬ 
ufacturers.  And  the  rebate  ads  —  an  end¬ 
less  source  of  consumer  complaints  — 
are  still  running  in  the  Daily  News  and 
many  other  newspap)ers. 

“The  important  thing  is  that  they  ran 
my  column  without  any  problem.”  said 
Aarons,  a  consumer  broadcast  journalist 
at  WNBC-TV  studios. 

He  believes  most  consumer  complaints 
are  the  result  of  miscommunication  rather 
than  manufacturer  malfeasance.  “I  try  to 
bring  people  together,”  he  said.  “We  actu¬ 
ally  get  thank  you  letters  from  some  busi¬ 
nesses.” 

In  the  swinging  ’70s,  small  and  big 
cities  opened  consumer  affairs  depart¬ 
ments.  Consumer  reporting  was  chic.  “All 
the  President’s  Men,”  the  movie  of  how 
Bob  Woodward  and  Carl  Bernstein 
helped  bring  down  former  President 
Richard  Nixon,  filled  up  journalism 
schools.  Reporters  were  heroes. 

Then  came  the  ’80s  and  ’90s.  News¬ 
paper  business  sections  became  hot  with 
tales  of  bottom-line  derring-do.  Bill 
Gates  became  a  bigger  deal  than  Ralph 
Nader.  Downsizing  newspapers  could 
barely  cover  city  hall  or  the  statehouse, 
let  alone  a  consumer  beat. 

Journalism  became  more  Wall  Street  than 
Main  Street.  And  consumer  reporters  grew 
as  rare  in  newsrooms  as  Royal  typewriters. 

The  sad  thing  is  that  readers  don’t  trust 
their  papers  or  their  advertisers  as  much 
as  they  used  to.  They  are  mousing  the 
Internet,  shopping  dot.com,  and  search¬ 
ing  for  eBay  bargains.  They  believe,  true 
or  not,  that  they  get  a  better  deal  there. 

It’s  time  to  bring  back  the  rebate-mon¬ 
itoring  journalist.  ■ 
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CONGRATULATIONS  TO 


THE  DALLAS  MORNING  NEWS, 

GRAND  PRIZE  WINNER  OF  THE  4TH  ANNUAL 
BEST  DISPLAY  OF  VCR  PLUS+®  NUMBERS! 


With  its  Tab  size  format,  color  grids  and  extensive  PlusCode*  coverage 
especially  in  Family,  Movie  and  Sports  Best  Bets  sections,  the  Dallas 
Morning  News  was  unanimously  selected  by  our  panel  of  judges. 


TUESDAY  PRIMETIME 


6:00  I  6:30 


7:00  I  7:30  |  8:00 


L#ftoA(CC.'TVl')  2483318 


6:00 


8:00 


ESPN  HHgg 


INSIDE:  Get  ready  to  pick  Tony,  MTV  Movie  award  winners] 

Oallas 

IL 


■i.gssmnr^i: 


PROVIOENCF 

■-W 


•fflEPMCTlCF 


"VCR  P/us+  numbers  have  always 
been  a  priority.  When  we 
redesigned  our  TV  book  last  fall, 
we  knew  they  were  a  priority  for 
our  readers,  too.  We  expanded 
from  37  to  70  channels  and 
increased  VCR  Plus+  coverage." 

—Rick  Hotter,  Arts  Editor, 

The  Dallas  Morning  News 


For  more  information  on  VCR  Plus+,  please  call  Lisa  Klem  Wilson 
at  800-221-4816  or  212-293-8500 

VCR  Plus  +  and  PlusCode  ate  liademarlis  of  Gemstar  Development  Cofporation. 

'■  1999  Gemstar  Development  Corporation 
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newspeople 


by  Jamie  Santo  newspeople@mecliainfo.com 

Delaware  Georgia 

William  Chanin  to  executive  editor  of  Shelia  Garland  to  assistant  business 
Community  Publications  in  Hockessin  e^xior  ior  The  Atlanta  Journal-Constitution 
from  executive  editor  of  Chesapeake  from  editor  for  the  daily  Atlanta  Business 
Newspapers  in  Quarryville,  Pa.  Chronicle. 

Mike  Lupo  to  editor  of  the  daily  living 
District  of  Colunabia  section  from  metro  editor  at  the  Detroit 

Theresa  Barry  to  the  newly  created  Free  Press. 
position  of  editor,  drugs  and  life  sciences, 
for  the  Bloomberg  News  bureau  in  Idaho 

Washington  from  editor  for  The  New  York  Jeffrey  S.  Bertz  to  publisher  of  the 
Times'  national,  science,  and  business  weekly  Wood  River  Journal  in  Hailey 
sections.  from  general  manager  of  Lee  Enterprises 

Jean  Christensen  to  Washington  com-  Inc.  publications  in  central  Illinois, 

modities  editor  from  national  desk  editor  Bertz  succeeds  Clyde  Pinson,  who 

for  The  Associated  Press.  Christensen  resigned, 

succeeds  Robert  Greene,  now  an  econo¬ 
my  editor  in  the  Washington  bureau.  Illinois 

Steve  Geimann  to  editor,  telecommu-  Blake  A.  Dickie  to  director  of  produc- 
nications/media/software  issues,  from  tion  at  Chicago-based  Midwest  Suburban 

senior  editor  for  Communications  Daily.  Publishers  —  the  Hollinger  International 

Geimann  succeeds  Ann  Hughey,  now  Inc.  division  that  produces  the  Daily 

spot  news  editor  in  the  Washington  Southtown  —  from  production  director  at 

bureau.  Pioneer  Press  Newspapers  Inc.,  ba.sed  in 

Steve  Gettinger  to  the  newly  created  Glenview, 

position  of  senior  editor  for  features  from 
editor  and  reporter  for  CQ  Weekly.  KailSaS 

Paul  Hendrie  to  the  newly  created  posi-  Ned  Seaton  to  general  manager  of  The 
tion  of  legal  editor  from  communications  .Manhattan  Mercury  from  news  editor, 
director  and  editor  of  the  bimonthly  Deb  Whitson  to  news  editor  from  copy 
Capital  Eye  at  the  Center  for  Responsive  editor  and  designer  at  The  Kansas  City 

Politics.  (Mo.)  Star. 


Jan  Alderton  to 

managing  editor  of  The 

Cumberland  Times- 

News  from  editorial- 

page  editor.  Alderton 

succeeds  Lance  White.  Alderton 

who  resigned  to  pursue  Cumiten 
.  .  ^  ^  Vm-s-Nev-:- 

Other  interests. 


Massachusetts 

Edward  S.  Bell  to  chief  of  bureau  in 
Boston  for  The  Associated  Press  from 
director  of  television  membership  for  AP. 
Bell  succeeds  Michael  Short,  who  retired 
from  the  wire  service  after  33  years,  the 
last  2 1  as  Boston  bureau  chief. 


Duluth  News-Tribune 

at  the  St.  Paul  Pioneer  Wyatt 
Press.  The  position  had  - ' 
been  vacant  since  Craig 
Gemoules  resigned  at  the  end  of  last  year. 


Paul  Wahl  to  editor  of  The  Daily 
Tribune  in  Hibbing  from  writer  for  a 
weekly  publication  of  the  Minnesota 
House  of  Representatives.  Wahl  succeeds 
Jim  Gehrke.  who  left  the  newspaper  in 
June  to  start  his  own  publication. 


New  Jersey 

Linda  Dennery  to  mj  WL  , 

publisher  of  The  Star- 

Ledger  in  Newark  from  ^  1^  J 

president  of  The  Times- 

Picayune  in  New 

Orleans.  Dennery  fills  Dennery 

the  position  left  vacant  lc  t; 

earlier  this  month  by  the  death  of  long 

time  Publisher  Martin  Banner. 


We  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  daily  newspapers  or 
non-daily  new^lier  groups. 


New  York 

Bill  Falk  to  deputy  managing  editor  for 
local  news  at  The  Journal  News  in  White 
Plains  from  deputy  managing  editor  for 
enterprise. 


Dirks,  Van  Essen  &  Associates 

1 19  E.  Marcy  Street,  Suite  1 00 

Santa  Fe,  New  Mexico  87501 

Tel:  505.820.2700 

Fax:  505.820.2900 

E-mail:  lnfo@dlrksvanessen.com 

www.dlrksvanessen.com 


Lisa  Ripko  to  administrating  director 
of  marketing  services  for  Parade  maga¬ 
zine  from  merchandising  director. 


OcL'en  \  an  Essen 


I  Jiilif)  Murray 
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North  Carolina 

Kathryn  Trent  Ives  to  sales  director  for 
Raleigh-based  Nando  Media,  the  interac¬ 
tive-media  division  of  the  McClatchy  Co., 
from  advertising  account  representative. 

Ohio 

Terry  Whitney  to 

vice  president  of  circu¬ 
lation  and  production  at 
Knight  Ridder’s  Akron 
Beacon  Journal  from 
vice  president  of  circu-  Whitney 
lation.  Whitney  sue-  Bes^c'jo  jrjunxii 
ceeds  Richard  Danze.  who  was  named 
vice  president  of  operations  at  The  Miami 
Herald,  also  owned  by  Knight  Ridden 

Jim  DeLuca  to  director  of  circulation 
operations  from  circulation  home  delivery 
and  transportation  manager. 

Ron  MacAdam  to  director  of  produc¬ 
tion  from  production  manager. 

Texas 

Mary  Rodriguez-Goetsch  to  publisher 
of  the  Alice  Echo-News  from  marketing 
director.  She  succeeds  Tony  Morris,  who 
was  named  advertising  director  of  Dallas- 
Fort  Worth  Community  Newspapers. 

Pam  Easton  to  correspondent  for  The 
Associated  Press  in  Lubbock  from  news- 
woman  in  AP’s  Atlanta  bureau.  Easton 
succeeds  Chris  Newton,  who  is  transfer¬ 
ring  to  AP’s  bureau  in  Harrisburg,  Pa. 

Associations 

Jerry  Ceppos.  vice  president  for  news 
at  Knight  Ridder,  elected  president  of  the 
Associated  Press  Managing  Editors 
(APME).  Ceppos  succeeds  Pam  Johnson, 
executive  editor  and  vice  president  for 
news  at  The  Arizona  Republic  in  Phoenix. 

Chris  Peck,  editor  for  The  Spokesman- 
Review  in  Spokane,  Wash.,  elected  vice 
president  of  the  APME. 

Caesar  Andrews,  editor  for  the 
Gannett  News  Service,  elected  secretary. 

David  Offer,  editor  for  The  Newport 
(R.I.)  Daily  News,  elected  treasurer. 

Ed  Jones,  editor  of  The  Free  Lance- 
Star  in  Fredricksburg,  Va.,  elected  jour¬ 
nalism  studies  chair. 

Paula  LaRoeque.  assistant  managing 
editor  at  The  Dallas  Morning  News,  elect¬ 
ed  journalism  studies  vice  chair. 


Mike  Mansur,  The  Kansas  City  (Mo.) 
Star,  re-elected  president  of  the  Society 
of  Environmental  Journalists. 

Russell  Clemings.  The  Fresno  (Calif.) 
Bee,  elected  first  vice  president. 

James  Bruggers.  Contra  Costa  Times 
in  Walnut  Creek.  Calif.,  elected  second 
vice  president. 

Sara  Thurin  Rollin,  Bureau  of 
National  Affairs  Inc.,  elected  treasurer. 

Peter  Thomson,  National  Public  Radio, 
elected  secretary. 

OBITUARIES. . 

Ethel  Kilpatrick  Dunn.  86,  columnist 
and  courts  reporter,  died  Oct.  1 7.  Dunn 
wrote  for  the  Daily  Herald  in  Arlington 
Heights,  111.,  for  nearly  two  decades  before 
retiring  in  1 975.  Earlier,  she  was  a  reporter 
for  the  Des  Plaines  (Ill.)  Suburban  Times, 
and  in  the  I93()s,  she  served  as  publicist  for 
several  Chicago  big  bands. 

Larry  Graebner,  78,  photographer  and 
editor,  died  Oct.  2 1  of  lung  cancer. 
Graebner  started  his  photography  career 
during  World  War  II  shooting  pictures 
from  a  bomber  as  an  aerial  photographer 
with  the  Eighth  Air  Force.  After  the  war,  he 
enrolled  in  the  University  of  Missouri 
School  of  Journalism,  then  joined  the 
Columbia  (Mo.)  Daily  Tribune.  Graebner 
spent  29  years  at  the  Tribune  as  city  editor, 
managing  editor,  and  executive  editor. 

Tom  Hritz.  61,  columnist  for  the 
Pittsburgh  Post-Gazette,  died  Oct.  1 9  fol¬ 
lowing  a  two-year  battle  with  cancer. 
Hritz,  a  tough  and  opinionated  newsman, 
joined  the  Post-Gazette  in  1965  after  a 
brief  stint  as  a  reporter  at  the  Erie  (Pa.) 
Daily  Times.  He  covered  various  beats 
including  urban  affairs  and  city  hall  before 
beginning  a  column  in  1976.  While  Hritz 
constantly  railed  against  the  problems 
endemic  to  daily  life,  he  took  particular 
delight  in  skewering  politicians.  He 
dubbed  Pittsburgh  Mayor  Tom  Murphy 
“Mayor  Smurphy”  and  referred  to  former 
Pennsylvania  Gov.  Bob  Casey  as  “His 
Realness.”  The  cantankerous  Hritz  chal¬ 
lenged  even  the  most  staid  institutions, 
once  suggesting  that  the  American  Cancer 
Society  replace  the  annual  “Great 
American  Smokeout”  with  “National 


Mind-Your-Own-Business  Day.”  His  last 
column  was  published  Sept.  8. 

Carl  A.  Meintire.  82,  retired  editor,  died 
Oct.  23.  The  Missouri  native  began  as  a 
reporter  for  the  Carrollton  (Mo.) 
Democrat,  where  he  later  became  news 
editor.  Meintire  moved  to  Jackson,  Miss., 
in  1954  to  edit  the  Sunday  edition  of  The 
Clarion-Ledger  and  Jackson  Daily  News, 
which  combined  the  staffs  of  what  were 
then  morning  and  afternoon  newspapers. 
Meintire  edited  the  Sunday  paper  for  the 
next  25  years.  His  weekly  column.  "The 
Weekender,”  focused  on  history,  particu¬ 
larly  the  Civil  War  and  old  cemeteries. 

Ross  Parmenter,  88,  former  music 
news  editor  for  The  New  York  Times,  died 
Oct.  18.  Parmenter  joined  the  newspaper 
in  1934,  covering  shipping  news,  and  was 
on  the  music  staff  from  1940  until  his 
retirement  in  1964.  He  wrote  news,  fea¬ 
tures,  criticism,  and  a  column  titled  "The 
World  of  Music.”  Parmenter  also  wrote  1 2 
books,  several  dealing  with  Mexico, 
including  “Lawrence  in  Oaxaca.” 

AWARDS. . 

The  Committee  to  Protect  Journalists 
announced  the  1999  recipients  of  the 
International  Press  Freedom  Awards. 
The  honorees.  chosen  for  their  courage 
and  independence  in  reporting  the  news, 
are;  Jesus  Joel  Diaz  Hernandez,  founder 
of  an  independent  news  agency  in  Cuba, 
who  was  recently  convicted  of  “danger¬ 
ousness”  and  sentenced  to  four  years  in 
prison;  Baton  Haxhiu,  editor  in  chief  of 
the  daily  Koha  Ditore  in  Pristina.  Yugo¬ 
slavia,  who  hid  in  a  basement  after 
Serbian  forces  set  fire  to  his  paper’s 
offices  and  later  published  Koha  Ditore 
from  Macedonia;  Najam  Sethi  and  Jugnu 
Mohsin.  a  husband-and-wife  team  who 
serve  as  editor  and  publisher  of  The 
Friday  Times  in  Lahore,  Pakistan,  which 
Mohsin  continued  to  publish  even  after 
her  husband  was  abducted  and  imprisoned 
for  over  a  month  by  government  agents; 
and  Maria  Cristina  Cabellero,  currently  on 
leave  from  her  job  as  investigative  editor 
for  the  weekly  Semana  in  Colombia,  who 
received  death  threats  covering  the  coun¬ 
try’s  35-year-old  civil  conflict. 
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‘Last  Word’  on  the  Web 

FOR  THE  KNOW-IT-ALL  WHO  HAS  EVERYTHING  BY  CHARLES  BOWEN 


Fielding  phone  calls  on  the  city 
desk  can  be  a  hoot.  1  still 
remember  a  particularly 
frantic  evening  when  a 
caller  brought  the  entire 
newsroom  to  a  halt  by  asking,  "Who 
won  the  Civil  War?"  Working  for  an 
a.m.  paper,  you  always  know  when  stu¬ 
dents  start  turning  off  the  TV  and 
launching  into  their  homework, 
because  you  are  their  original  home¬ 
work  helper. 

You  also  know  when  the  bars  begin  to 
fill  up.  At  the  end  of  your  shift  come  the 
queries  from  the  drinking  public,  trying  to 
settle  their  bets.  "This  guy  thinks  Ben 
Franklin  was  the  fifth  president.”  one  ine¬ 
briated  reader  told  me  one  evening.  "Set 
'im  straight.  He  was  the  third,  right?” 

And  do  you  want  a  laugh?  Ask  them 
why  they  don't  call  your  colleagues  at  the 
TV  station  with  these  questions.  Chances 
are.  they'll  tell  you,  "Oh.  I  couldn't  both¬ 
er  them  —  they're  probably  busy!” 

Actually,  though,  when  you  think  about 
it.  it's  flattering  to  know  people  still  think 
the  local  newspaper  is  so  accessible.  And 
truth  be  told,  many  of  us  on  the  receiving 
end  of  these  calls  enjoy  showing  off. 

But  what  do  you  do  with  the  really 
tough  questions?  “Why  is  the  sky  blue?” 
“What  causes  hiccups?”  Or,  more 
likely,  "What  do  these  numbers 
used  in  VCR  Plus  really  mean?” 

Well,  you  know  us.  We  didn’t 
get  into  this  business  to  say.  "I 
don't  know.”  And  if  you’re  quick 
with  your  mouse,  you  don’t  have 
to.  because  the  Web  knows  it  all. 

A  great  secret  weapon  for  find¬ 
ing  those  out-of-way  pieces  of 
information  is  a  clever  little  data¬ 
base  called  The  Last  Word,  oper¬ 
ated  by  New  Scientist  magazine. 
The  publication  brings  in 
acknowledged  experts  in  various 
fields  to  take  a  shot  at  answering 
some  of  life’s  great  mysteries  — 
“Why  are  yawns  contagious,  any¬ 
way?”  —  then  expands  on  the 
wisdom  by  inviting  readers  to 


contribute  additional  information. 

The  site  is  not  only  useful  but  also  fun 
to  use  —  one  you  might  want  to  share 
with  your  readers  in  a  feature.  To  use  the 
resource,  visit  the  site  at  http://  www.last- 
word.com.  where  you  can  examine  the 
magazine’s  growing  database  of  answers 
in  several  different  ways.  If  you  have  the 
time  for  browsing,  click  on  one  of  the 
hyperlinked  departments  listed  on  the 
intrtxluctory  page,  choosing  among: 

•  Plants  and  Animals.  What  do 
marine  animals  drink?  Why  are  there 
more  yellow  leaves  than  red  leaves  in  the 
fall?  How  do  the  squirrels  find  the  nuts 
they  bury? 

•  Bubbles,  Liquids,  and  Ice.  How  do 

you  get  clear  ice  cubes?  Why  do  some 
beer  cans  float  and  others  don't? 

•  Around  the  House.  Does  the 
microwave  oven  remove  nutrients  or  have 
other  health  consequences?  How  do 
smoke  detectors  detect?  Why  don’t  those 
super-glue  products  stick  to  the  tube? 

•  Strange  Nature.  Why  is  the  sea 
salty?  How  big  is  a  lightning  bolt?  Why 
do  planes  suddenly  plunge  during 
storms? 


•  Mysteries  and  Illusions.  Do 
the  living  outnumber  the  dead? 
What  time  is  it  at  the  North  Pole? 
Does  it  save  energy  to  fill  up  your 
freezer? 

•  Gadgets  and  Inventions. 
Why  are  portholes  round?  How 
were  battery  sizes  named? 

•  Your  Body.  Why  don't  we 
sneeze  when  we’re  asleep?  Why 
does  a  tan  fade  at  different  rates  on 
the  same  bcxiy?  Why  do  we  seem  to 

get  sick  more  often  in  winter? 

•  Inside  Machines.  Why 
can’t  some  toys  use  recharge¬ 
able  batteries?  How  can  a  flash 
of  lightning  turn  on  your  CD 
player? 

•  The  Physical  World.  How 
dangerous  is  shooting  a  gun 
straight  up?  Why  are  porous 
objects  darker  when  wet?  Why 

do  phone  cords  get  spontaneous 
twists?  And  on  and  on. 

Feature  writers,  are  you  out  there? 
There  are  leads  aplenty  in  this  stuff. 

Other  considerations  for  using  The 
Last  Word  in  your  newsroom: 

If  you  don't  have  the  time  or  inclina¬ 
tion  for  browsing,  you  also  can 
search  the  database.  Click  on  the 
“Search  The  Last  Word”  link  on  the 
introductory  page.  In  the  resulting  data- 
entry  box.  enter  keywords  or  phrases 
that  describe  what  you  are  looking 
for.  The  search  is  provided  by  Excite 
and  lists  the  results  in  order  of  likely 
relevance. 

2 The  material  is  augmented  weekly 
from  the  pages  of  New  Scientist, 
which  has  its  own  home  page  at 
http://www.newscientist.com.  You  can 
find  the  latest  additions  to  the  database  at 
that  site  by  click  its  “Last  Word”  link  at 
the  bottom  of  the  screen. 

3 Your  readers  may  be  interested  in  the 
site’s  “Unanswered  Questions”  sec¬ 
tion  at  http://www.Iast-word.com/last- 
word/unanswered.html,  where  the  publi¬ 
cation  invites  readers  to  take  a  stab  at 
some  of  its  ongoing  mysteries.  ■ 
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NAA  survey  finds  many  online  us 

NONETHELESS,  A  SECOND  NAA  REPORT  SHOWS  DAILY  NEWSPAPER  READERSHIP  DIPPED 


Online  users  are  very  likely 
to  be  print  newspaper  read¬ 
ers.  too,  according  to  survey 
results  released  by  the 
Newspaper  Association  of 
America  (NAA). 

NAA  reported  that  among  all  Web  users 
in  the  top  50  markets.  6 1  %  read  a  daily  print 
newspaper,  and  74%  read  a  Sunday  print 
newspaper. 

"Online  users  —  particularly  online 
newspaper  readers  —  remain  strong  con¬ 
sumers  of  the  print  product,  dispelling  theo¬ 
ries  that  online  products 
are  ‘cannibalizing’  the 
market  for  print  read¬ 
ers.”  said  a  statement 
issued  by  NAA.  which 
based  its  conclusions  on 
an  analysis  of  data  from 
a  survey  by  Scarbor¬ 
ough  Research. 

At  the  same  time, 

NAA  issued  results 
from  the  latest  in  a 
series  of  six-month  sur¬ 
veys  on  newspaper 
readership,  reporting 
that  daily  readership  in 
the  50  top  U.S.  markets 
declined  1%  and  Sun¬ 
day  readership  de¬ 
creased  0.9%. 

NAA's  newspaper  readership  report 
found  that  56.9%  of  adults  in  the  top  mar¬ 
kets  read  a  daily  newspaper  and  66.9%  read 
a  Sunday  newspaper  in  fall  1999. 

While  the  change  in  daily  newspaper 
readership  in  this  peritxl  is  slight,  it  has 
declined  1.9  percentage  points  since  1996, 
with  58.8%  of  adults  in  the  top  markets 
reading  a  daily  in  1996,  58.7%  in  1997, 
58.6%  in  1998,  and  57.8%  last  spring,  and 
56.9%  in  the  latest  results. 

Despite  the  latest  results  of  NAA's 
Competitive  Media  Index,  an  upbeat  NAA 
concluded.  “Newspaper  readership  in  the 
top  50  U.S.  markets  remains  healthy  and 
competitive,  particularly  when  compared  to 
the  performance  trends  for  other  media.” 

"These  figures  are  consistent  with  —  and 
in  some  cases  less  severe  than  —  the  trends 
among  other  media.”  said  NAA.  "The  aver¬ 
age  half-hour  of  prime-time  broadcast  tele¬ 
vision.  for  example,  continued  its  steady 
decline,  capturing  38.5%  of  the  audience  in 


the  fall  report,  compared  to  39.6%  in  the 
spring.” 

Morning  drive-time  radio  also  registered 
a  decline  in  the  latest  results,  with  the  aver¬ 
age  quarter-hour  capturing  24.5%  of  the 
audience,  down  from  25.7%  last  spring. 

On  the  other  hand,  cable  TV  showed 
growth.  The  average  half-hour  of  cable  TV 
prime  time  edged  up  from  10.5%  last 
spring  to  1 1.3%  this  fall. 

NAA's  readership  report  was  created  to 
give  a  more  complete  picture  to  those  who 
have  relied  only  on  circulation  figures.  Like 


the  online  research,  these  results  also  are 
drawn  from  research  by  New  York-based 
Scarborough. 

“Readership  has  always  been  an  impor¬ 
tant  tool  for  measuring  newspaper  audi¬ 
ences  because  it  gives  our  advertisers  a  bet¬ 
ter  picture  of  how  many  people  actually  are 
reading  the  paper  each  day,  not  just  how 
many  people  are  buying  one,”  said  Tonya 
Deniz,  assistant  media  research  director  for 
Starcom  Worldwide.  "For  this  reason,  audi¬ 
ence  reach  is  one  of  the  most  effective  tools 
advertisers  and  agencies  use  to  develop 
strategically  focused  media  plans.” 

NAA’s  results  on  online  users  were  the 
top-line  findings  from  a  study,  “Synergize 
for  Success,”  which  is  scheduled  for  release 
later  this  fall. 

Not  surprisingly,  the  online  results  from 
the  top  markets  showed  the  segment  of 
online  readers  most  likely  to  read  print 
newspapers  were  online-newspaper  readers 
—  with  67%  of  Web  users  who  looked  at  an 
online  paper  in  the  past  six  months  also 


reporting  that  they  read  a  printed  daily 
newspaper.  On  Sunday,  the  percentage  of 
onliners  who  read  the  printed  newspaper  i 

page  rose  to  78%.  | 

Even  many  Web  users  who  have 
ignored  online  papers  over  the  past  half-  ‘ 

year  read  print  papers.  Some  57%  of  them  i 

said  they  read  daily  papers  during  that 
period,  and  71%  of  them  said  they  read 
Sunday  papers. 

"These  numbers  are  tangible  evidence 
that  newspapers  are  a  considerable  force 
not  only  in  print  but  also  online  —  and  that 


they  complement  each  other  nicely,”  said 
NAA  President  and  CEO  John  F.  Sturm. 

“Nonetheless,  growing  readership  re¬ 
mains  a  challenge,  and  newspapers  are 
addressing  it  on  a  number  of  fronts.”  said 
Sturm.  ■ 


Trying  to  persuade  busy  Americans  to 
fill  out  Census  2000  questionnaires,  the 
U.S.  Census  Bureau  launched  a  $  168- 
million  advertising  blitz  Oct.  25  using 
newspapers,  billboards,  magazines,  radio, 
and  TV. 

The  Census  Bureau,  which  has  relied 
on  free  public-service  ads  in  the  past, 
plans  to  follow  its  initial  ad  blitz  with 
another  series  of  ads  to  target  specific 
racial  and  ethnic  minorities  in  17 
languages,  including  Spanish,  Japa- 


Where  the  readers  are 


NAA  reported  markets  with  the  highest  percent¬ 
age  of  adult  daily  newspaper  readers  were: 


1.  Wilkes-Barre/Scranton . 69.5% 

2.  Hartford/New  Haven . 68.7% 

3.  Boston . 67.3% 

4.  Cleveland . 67% 

5.  New  York . 65.3% 

6.  West  Palm  Beach . 65.3% 

7.  Providence/New  Bedford . 65.2% 

8.  Buffalo . 63.4% 

9.  Philadelphia . 63.3% 

10.  Tampa/St.  Pete/Sarasota . 63.3% 


NAA  also  identified  markets  with  the  highest 
percentage  of  adult  Sunday  newspaper  readers: 

1.  West  Palm  Beach . 80.3% 

2.  Tampa/St.  Pete/Sarasota . 79.1% 

3.  Cleveland . 78.7% 

4.  Hartford/New  Haven . 77.5% 

5.  Providence/New  Bedford . 74.6% 

6.  Milwaukee . 74.5% 

7.  Philadelphia . 74.5%  I 

8.  Buffalo . 74.1%  I 

9.  Denver. . 72.2%  I 

10.  New  York . 72%  I 


$168  million 
ad  launch  by 
Census  Bureau 
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ers  read  a  daily  newspaper 

1%  BY  JOE  NICHOLSON 


nese,  Russian.  Arabic,  and  Laotian. 

Young  &  Rubicam.  which  is  handling 
the  campaign,  has  created  255  ads  for  var¬ 
ious  media  with  a  single  theme:  “Being 
counted  matters.” 


The  large-size  book  is  divided  into 
seven  sections;  each  begins  with  an  essay. 

The  book’s  photos  feature  Maryland 
over  the  decades,  including  Baltimore 
heroes  of  yesteryear  and  today:  No.  19, 


firm’s  president  and  CEO.  The  each  of  the 
firm’s  papers  has  been  extended  to  24  mil¬ 
lion  readers  daily  and  34  million  on 
Sunday,  said  Jim  Lytle.  NF  senior  vice 
president  for  sales. 


Baltimore  Surfs 
century- 
ender 

In  an  effort  to  bol¬ 
ster  its  brand  and  gen¬ 
erate  profits.  The 
Baltimore  Sun  is  print¬ 
ing  100.000  copies  of 
a  millennium  edition 
filled  with  photos  of 
events  around  the 
world  during  the  last 
100  years,  including  the 
two  World  Wars,  hip¬ 
pies,  and  the  fire  that 
destroyed  downtown 
Baltimore. 

The  Sun  has  begun 
running  a  series  of  more 
than  20  quarter-page 
house  ads  for  the  millen¬ 
nium  edition,  “Portrait  of 
a  Century,”  and  has 
received  10,000  requests 
from  current  and  first-time 
subscribers  to  reserve  a  special-edition 
copy,  which  will  cost  an  added  $1.65 
apiece. 

“From  a  visual  pierspective,  my  goal 
was  to  give  readers  a  way  to  look  at  the 
things  that  shaped  our  lives  in  this  centu¬ 
ry,”  said  Jim  Preston,  the  Sun's  assistant 
managing  editor  for  news  photography. 

In  addition  to  those  sold  to  subscribers, 
the  special  edition  will  be  offered  individ¬ 
ually  on  newsstands  for  $1.65  or  jointly 
with  the  $  1 .66  Sunday  paper  for  a  com¬ 
bined  price  of  $2  on  newsstands. 

In  another  effort  to  bolster  the  Sun's 
brand  and  profits,  it  has  produced  and 
started  selling  copies  of  a  288-page  cof¬ 
fee-table  book  filled  with  many  of  its  best 
photographs  over  the  last  century.  Some 
1,500  copies  of  the  handsome  $39.95 
book,  entitled  “A  Century  in  The  Sun,” 
have  been  sold  in  area  bookstores,  over  a 
toll-free  phone  number  (800-829-8000, 
Ext.  68(X)),  and  through  the  paper’s  Web 
site,  http://www.sunspot.net. 


Ad  group  honors 
Hearst’s  Bennack 


The  Advertising 
Council  in  New  York 
announced  its  annual 
award  for  public  ser¬ 
vice  has  been  won  by 
Frank  A.  Bennack  Jr., 
Hearst’s  president  and 
chief  executive  officer, 
for  his  charity  work  with 
the  American  Heart  As¬ 
sociation,  the  Inner  City 
Scholarship  Fund  of  New 
York,  and  United  Cerebral 
Palsy. 

Bennack  will  be  honored 
Nov.  17  at  the  ad  council’s 
46th  annual  award  dinner  at 
New  York’s  Waldorf-Astoria 


Hotel. 


Newspapers  First 
grabs  business 
in  Memphis 

Newspapers  First  has  signed  up  The 
Commercial  Appeal  in  Memphis,  meaning 
that  the  rep  firm  now  handles  leading 
papers  in  28  of  the  nation’s  top  50  markets. 

“National  advertisers  now  have  one 
contact  to  effectively  reach  a  group  of 
markets  that  accounts  for  over  48%  of  the 
U.S.  population,”  said  Jay  Zitz,  the  rep 


George 
W.  Bush 
begins  ad 
spiurge 


Texas  Gov.  George  W.  Bush,  the 
Republican  presidential  frontrunner  and 
master  fund-raiser,  says  he  will  begin  an 
ad  campaign  in  two  states  using  TV,  radio 
and  newspapers. 

The  ads  will  run  in  Iowa  and  New 
Hampshire,  homes  to  the  first  two  pri¬ 
maries.  said  Bush  aides.  They  declined  to 
reveal  the  campaign  cost,  but  The 
Associated  Press  reported  the  Iowa  ad 
campaign  could  run  about  $50,(XK)  a  week. 

Initial  newspaper  ads  are  running  in 
Spanish-language  papers  in  Iowa. 
Hispanic  voters  make  up  less  than  2%  of 
Iowa  voters,  but  Bush  officials  expect  the 
Hispanic-targeted  campaign  to  become 
known  elsewhere  to  Latinos,  who  repre¬ 
sent  1 1  %  of  the  national  population. 


1950  Chesapeake  Bay  Bridge  con- 
truction  on  Baltimore  Sun  book  cover; 
V-J  Day,  Aug.  14, 1945,  in  New  York’s 
Times  Square  on  special  edition  cover. 


Johnny  Unitas,  who  played  for  the  old 
Baltimore  Colts,  and  No.  8,  Cal  Ripken, 
who  is  still  going  strong  with  the 
Baltimore  Orioles. 
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Cartoonists  drawing  more  topical 

THAT’S  WHY  A  NUMBER  OF  COMIC-STRIP  CREATORS  SPEAK  AT  SYMPOSIUM  FOCUSING  I 


IOWA  CITY,  Iowa  —  Why  were  a 
bunch  of  comic  creators  speaking  at 
an  editorial  cartooning  symposium? 
Because  an  increasing  number  of 
strips  contain  social  and  political 
commentary. 

Wiley  Miller,  the  “Non  Sequitur"  cre¬ 
ator  who  was  one  speaker  at  the 
University  of  Iowa  gathering,  even  de¬ 
scribed  his  Washington  Post  Writers 
Group  feature  as  a  “hybrid  between  an 
editorial  cartoon  and  comic.” 

And  1999's  fastest-growing  new  strip, 
“The  Boondocks”  by  Aaron  McGruder  of 
Universal  Press  Syndicate,  mixes  humor 
with  commentary  about  race  and  other 
subjects. 

Universal  Vice  President  and  Editorial 
Director  Lee  Salem  recalled  telling 
McGruder,  before  the  syndicate  started 
selling  “The  Boondocks,”  that  the  comic 
might  start  with  “30  to  50  papers.” 
Instead,  it  launched  this  April  with  160 
clients  —  a  list  that  has  since  topped  200. 
“The  market  is  receptive,”  said  Salem. 
But  some  newspapers  and  readers  still 
get  upset  when  comics  offer  more  than 
entertainment.  About  half  a  dozen 
papers  have  cancelled  “The 
Boondocks”  —  putting  it  in  a  long 
line  of  envelope-pushing  Universal 
strips  that  have  lost  at  least  a  few 
subscribers  and  caused  a  stir. 

Salem  remembered  one  pub¬ 
lisher  vowing  that  Garry  Trudeau’s 
“Doonesbury”  comic  would  run  in 
his  newspaper  “over  my  dead 
body.”  So.  “We  sold  it  to  his  son 


after  the  publisher  died!”  reported  Salem. 

He  added  that  Universal  received  over 
20,000  letters  the  week  after  Lynn 
Johnston  featured  the  gay  teen  character 
of  Lawrence  in  “For  Better  or  For  Worse” 
six  years  ago.  The  mail  was  mostly  nega¬ 
tive  the  first  half  of  week,  but  mostly  pos¬ 
itive  the  second  half. 

Some  newspapers  get  upset  with  topi¬ 
cal  strips  because  they  believe  comics  are 
for  kids. 

“That’s  a  common  misconception,” 
said  Lucy  Shelton  Caswell,  curator  of  the 
Ohio  State  Cartoon  Research  Library. 
“These  features  have  always,  to  some 
extent,  been  directed  at  adults.” 

Many  of  these  adults  want  comics  that 
make  them  think  as  well  as  laugh.  “The 
most  consistent  e-mail  I  get  is  from  read¬ 
ers  thanking  me  for  not  dumbing  down 
my  work.  I  Just  assume  anyone  left  hold¬ 
ing  a  newspaper  today  is  literate.”  said 
Miller,  who  addresses  everything  from 


women’s  issues  to  the  dangers  of  tobacco 
to  the  politics  of  relationships  in  “Non 
Sequitur.” 

Many  newspaper  readers  are  from  non- 
traditional  families  who  see  their  lives 
reflected  in  comics  such  as  “Stone  Soup,” 
which  stars  two  single-mother  sisters 
sharing  a  house  with  their  three  kids. 

Jan  Eliot  —  the  “Stone  Soup”  creator 
whose  humor  strip  appears  in  1 20  papers 
via  Universal  —  periodically  touches  on 

Cyber  summit 
on  syndication 

A  huge  Web  syndicate  is  hosting  a 
Nov.  4-5  event  focusing  on  Web  syndi¬ 
cation. 

The  “Syndication  Summit  99”  in  New 
York  will  include  speeches  by  Peter 
Arnett,  chief  foreign  correspondent  for 
ForeignTV.com;  and  Martin  Nisenholtz, 
president  of  the  New  York  Times 
Electronic  Media  Co.  There  will  also  be 
sessions  focusing  on  “intersections  of 
content  and  commerce.”  strategies  for 
successful  Web  syndication,  self-syndi¬ 
cation.  and  other  topics. 

Hosting  the  gathering  is  iSyndicate 
(http://www.isyndicate.com/summit). 
The  company  (E&P,  Feb.  27,  p.  34)  said 
it  now  has  3,342  content  products  that  it 
distributes  to  132,629  customer  sites. 

—  David  Astor 
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Jan  Eliot  is  the  parent  of  this  “Stone  Soup”  comic 
strip  (shown  in  part)  about  single  motherhood. 
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comics  as  century  draw; 

N  EDITORIAL  CARTOONING  BY  DAVID  ASTOR  ^ 


the  exhaustion  of  single  parenthood,  the 
juggling  of  home  and  work  responsibili¬ 
ties,  sexism,  low  female  self-esteem, 
underfunded  schools,  and  more. 

“1  can’t  resist  using  my  comic  as  a  little 
bit  of  a  soapbox,”  said  the  former  single 
mother.  “These  are  issues  that  are  near  and 
dear  to  my  heart,  and  I’m  glad  I  have  the 
opportunity  to  talk  about  them  in  ‘Stone 
Soup.’  I  hope  I’m  funny  at  the  same  time, 
but  you  don’t  always  have  to  be  funny.” 

“FoxTrot”  creator  Bill  Amend  of 
Universal  said  there  is  some  serious  con- 
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They  elect  to  keep  would-be  pol  in  jail  in 
this  “Non  Sequitur”  by  Wiley  Miller  (right). 


tent  in  his  comic,  but  that  he  usu- 
ally  emphasizes  the  humor. 

“I  do  try  to  incorporate  intelli-  y 
gent  observations  about  life,  but  I  try  not  ^ 

to  turn  them  into  afterschool  _ ^ 

specials,”  he  remarked. 

“As  important  as  it  is  for 
comics  to  have  substance  and  mean¬ 
ing,  it’s  important  for  comics  to  enter-  ' 
tain.  If  it’s  not  engaging  to  readers, 
it’s  going  to  be  ignored.” 

Amend  noted  that  one  problem  with  • 
tackling  serious  issues  in  a  comic  is 
the  episodic  nature  of  the  medium.  He  *  * 
recalled  doing  a  sequence  in 
which  his  Paige  character  was  O 
pressured  by  a  friend  to  shoplift.  She  . 
put  something  in  her  purse  on  a 
Thursday,  “and  people  went  nuts.”  said 
Amend.  "They  thought  I  was  promoting 
shoplifting.  Hello?  There  is  Friday  and 
Saturday  to  come.” 

Salem  mentioned  that  it’s 
better  for  comics  to  deal 
with  potentially  controversial  content  on 
weekdays  than  on  Sundays.  He  explained 
that  newspaper  editors  see  daily  strips  in 
advance  and  can  pull  them  if  they  so 
desire,  but  Sunday  strips  are  preprinted. 
Also,  studies  have  shown  that  more  kids 
read  the  comics  on  Sundays  than  during 
the  week. 


Columnist  Dave  Barry  of  The 
Miami  Herald  and  TVibune  Media 
Services  has  written  “Big  Trouble,” 
his  first  novel.  ...  William  Safire’s 
“On  Language”  column,  which  began 
in  The  New  York  Times  Magazine  20 
years  ago,  is  in  a  new  anniversary  col¬ 
lection  called  “Spread  the  Word” 
(Times  Books).  Safire  is  also  an  Op- 
Ed  columnist  for  The  New  York  Times 
and  New  York  Times  News  Service. 
...  A  collection  of  J.D.  “Illiad” 
Frazer’s  “User  Friendly”  Web  comic 
strip  (http://www.userfriendly.org) 


close 


has  been  published  by  O’Reilly  and 
Associates.  ...  Scripps  Howard 
News  Service  is  offering  a  package 
previewing  the  National  Basketball 
Association  season,  which  starts  Nov. 
2.  ...  Self-syndicated  editorial  car¬ 
toonist  Joe  Sharpnack  is  now  produc¬ 
ing  cartoons  under  contract  with  the 
Iowa  City  (Iowa)  Gazette.  ... 
“Belvedere,”  which  was  introduced 
more  than  30  years  ago, 
now  has  a  Web  site  (http://www. 
belvedere-comics.com).  The  comic, 
by  George  Crenshaw  of  Johansen 


www.mediainfo.com 


While  there  are  more  topical  strips  as 
the  century  draws  to  a  close,  they’re  not  a 
new  phenomenon.  “From  their  very  earli¬ 
est  days,  comics  have  included  social  and 
political  content,”  said  Caswell,  citing, 
among  others,  “The  Yellow  Kid.”  “Little 
Orphan  Annie,”  ‘Terry  and  the  Pirates,” 
and  “Pogo.”  ■ 


International  Features,  is  in  a  pack¬ 
age  that  also  includes  an  online  comic 
book,  a  section  on  how  to  draw 
Belvedere  the  dog,  and  more.  Ads  can 
be  sold  against  this  content.  . . .  Linda 
Bowles  of  Creators  Syndicate  was 
the  favorite  Op-Ed  columnist  among 
readers  responding  to  a  poll  held  by 
the  thrice-weekly  Roseville,  Calif., 
Press-Tribune.  ...  “Warped”  creator 
Mike  Cavna  of  United  Media  is 
doing  a  special  series  of  baby-themed 
comics  the  week  of  Nov.  1  to  cele¬ 
brate  the  Oct.  1  birth  of  his  daughter. 
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SII  previews  Adobe,  integrates 

IN  EUROPE,  SII  DEMOS  EARLY  VERSION  OF  INCOPY  AND  INTEGRATED  COPYDESK  FOR  INSIIGHT 

Europe’s  IFRA  conference  and 

exposition  in  Amsterdam,  Neth¬ 
erlands.  earlier  this  month 
marked  the  debut  of  Adobe 
InDesign’s  companion  text  edi¬ 
tor  —  in  previews  by  its  developer  and  by 
System  Integrators  Inc. 

InCopy  text-entry,  editing,  and  composi¬ 
tion  software  will  allow  developers  to  cre¬ 
ate  fully  integrated  newsroom  front  ends 
for  their  systems  that  paginate  with  In- 
Design.  the  new  page-design  and  layout 
software  from  Adobe  Systems,  San  Jose, 

Calif.  {E&P,  April  3,  p.  36;  June  12,  p.  54) 

Expected  to  be  released  in  early  spring, 

InCopy  (for  Mac  OS  8.5,  Windows  98/NT) 
will  be  sold  only  through  Adobe's  system 

integrators,  who  will  determine  pricing.  operable  Web  authoring  tools.  Adobe  says  Adobe-based  Insiight  will  do  next  year. 

InCopy  tracks  text  and  formatting  supporting  nonproprietary  WebDAV  server  The  first  to  license  Quark  composition, 
changes,  saving  all  revisions  with  the  story  technology  allows  integrators  to  design  SII  said  it  is  the  first  non-QPS  integrator 

and  noting  the  user,  date,  and  time  related  to  complete  editorial  work-flow  and  asset-  with  an  available  CopyDesk  solution.  Until 

each.  Users  can  work  in  two  modes  (both  management  systems  using  a  wider  range  of  now,  developers  using  XPress  with  Micro- 
displaying  the  same  H&J's  line  endings):  applications,  with  versioning  control  for  soft  Word  or  another  editor  could  only 

WYSIWYG  layout,  with  or  without  sur-  managing  changes  in  real  time.  approximate  final  line  endings  (and  story 

rounding  design  elements,  or  galley,  show-  As  Adobe  unveiled  InCopy,  SII  an-  depth)  or  add  the  extra  step  of  sending  copy 
ing  applied  type  specs  or  displaying  text  in  nounced  it  was  integrating  the  application  to  XPress  for  accurate  H&J. 
a  specified  font  and  size.  Visual  and  numer-  with  Insiight,  its  new,  Lotus  Notes-based  Quark-based  Insiight  also  permits  multi- 
ical  information  tracks  story  length  and  fit.  editorial  system,  giving  the  Sacramento,  pie  views  of  a  story,  including  galley-set 
Using  InCopy  with  InDesign,  newsroom  Calif,  systems  developer  two  complete,  and  full  WYSIWYG,  and  newsroom  staff 
and  production  staffers  can  work  concur-  cross-platform  or  browser-based  Insiight  can  create  layouts  in  XPress,  flow  in  text 
rently.  Editable,  named,  and  time-stamped  environments:  one  with  standard  Adobe  from  stories,  then  open  and  edit  stories  to 
notes  can  be  attached  to  InCopy  material  components  throughout,  the  other  with  fit  using  CopyDesk. 
and  optionally  be  retained  in  a  page  layout  Quark  design/pagination  and  editor  compo-  XPress  users  can  easily  use  their  exist- 
for  communication  with  production  staff.  nents  (£(&/*,  Nov.  7,  1998,  pp.  44.  48).  ing  pagination  with  an  Insiight  editorial 

Both  applications’  use  of  the  same  com-  Baseview  Products.  Ann  Arbor,  Mich.,  solution  and  benefit  from  its  open  architec- 
position  engine  assures  accurate  final  copy-  “definitely  will  use"  InCopy,  said  Jack  Ro-  ture  and  editorial  tools.  Calling  SII's  work 

fit  and  allows  previewing  and  proofing  in  senzweig.  But  with  no  firm  release  date  “an  important  move  for  Quark."  Fred 

Portable  Document  Format  (PDF)  from  from  Adobe,  the  editorial  product  manager  Ebrahimi,  Quark  president  and  CEO,  said 
within  layout  mode.  It  also  means  could  not  say  when.  He  expects  his  Harris  his  company's  openness  with  SII  is  expect- 

InCopy  users  can  benefit  from  the  Publishing  Systems,  serving  small  to  mid-  ed  to  have  “a  very  positive  impact  on  the 

same  multiline  composition,  optical  size  publications  mostly,  to  begin  work  up-  newspaper  publishing  industry.” 
kerning,  character  styling,  and  other  on  receiving  the  necessary  software  this  fall.  In  both  versions.  Insiight’s  work  flow 
precise  typographic  controls  avail-  “Until  we  touch  it  and  play  with  it.  I  incorporates  newsroom  resource  manage¬ 
able  in  InDesign.  It  also  supports  can’t  say  for  sure  that  we’ll  ship  it  the  day  ment.  editonal  management,  and  multi¬ 

multiple  languages,  multiple  levels  they  ship  it.”  Rosenzweig  cautioned,  be-  user  document  production.  Writers  can  cre- 
of  undo  and  redo,  customizable  cause  “we  don’t  know  how  much  work  we  ate,  route,  and  manage  copy,  picture 

keyboard  shortcuts,  shared  techno-  need  to  do  to  make  it  fit  our  system.”  To  assignments,  and  wire  copy  on  demand, 

logies  across  various  Adobe  appli-  date,  he  added,  Baseview  has  seen  little  “We  only  got  a  beta  copy  of  InCopy 

cations,  the  same  extensibility  built  more  than  a  features  list  for  InCopy.  shortly  before  Amsterdam.”  said  Alastair 

into  InDesign,  and  integrated  Web-  SII’s  Insiight  editorial  (an  ad  system  Langford- Wilson,  SII  editorial  program 
DAV  support  of  intranet-based  col-  is  in  the  works)  integrating  QuarkXPress  manager.  The  “preliminary  integration”  it 

laborative  work  flows.  and  Quark  CopyDesk  allows  a  newspaper  demonstrated  involved  assigning  a  story  to 

As  an  extension  of  the  HTTP  pro-  to  deploy  Quark  pagination  with  identical  an  InDesign  shape,  opening  and  editing  it 

tocol  for  client-server  connection.  H&J  control  throughout  the  system,  in  InCopy,  and  saving  it  to  the  database. 

WebDAV  seeks  to  define  what  is  as  Quark  Inc.’s  Quark  Publishing  System  While  pleased  to  have  done  that  much,  es- 

needed  to  create  distributed,  inter-  has  done  for  several  years  and  as  the  pecially  communication  with  the  database. 
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Quark  text  editors 

SYSTEM;  BASEVIEW  WILL  ADD  INCOPY  BY  JIM  ROSENBERG 


he  said  there’s  still  “a  long  way  to  go.” 

Before  InCopy’s  release.  Adobe  must 
make  "minor  modifications”  to  InDesign 
that  include  "formal  InCopy  support.”  said 
Albert  de  Bruijn.  SII  marketing  vice  presi¬ 
dent  (and,  like  Langford- Wilson,  a  former 
Cybergraphic  executive).  An  InDesign 
restriction  now  permits  only  one  running 
instance  of  itself,  and  because  InDesign 
and  InCopy  possess  the  same  underlying 
core  programming,  he  explained,  InCopy 
cannot  be  opened  on  a  workstation  when 
InDesign  also  is  open.  At  IFRA.  two  work¬ 
stations  served  SB’s  demo  purposes. 

Nevertheless,  owing  to  "the  way  the 
technology  has  been  defined  internally,” 
said  de  Bruijn,  SII  programmers  will  not 
have  to  backtrack  very  much  to  make 
Insiight  comply  with  the  release  version  of 
InCopy.  Noting  his  company’s  close  work 
with  Adobe.  Langford-Wilson  said,  “it’s 
certainly  not  a  question  of  waiting  for  the 
release  before  we  have  to  make  any  modi¬ 
fications.”  So  far,  he  said,  the  InDesign- 
InCopy  restriction  “looks  like  a  worksta¬ 
tion  issue,  not  .something  that  really  affects 
the  interaction  of  the  database,  which  is 
where  most  of  the  work  is.” 

SII  is  shooting  for  Insiight’s  release 
immediately  after  InCopy’s  release,  or  at 
most  a  few  weeks  later.  The  executives  said 
their  confidence  comes  from  the  load-and- 
go  successful  first  showing  of  Insiight  with 
InDesign’s  first-release  version. 

Offering  Quark-  and  Adobe-based  ver¬ 
sions  of  Insiight,  SII  finds  some  prospective 
customers  wish  to  preserve  substantial 
investments  in  Quark  software.  “If  they 
want  to  move  forward,  they  can  do  that  by 
adding  the  CopyDesk  component,”  said  de 
Bruijn.  Others,  he  continued,  “are  either 
dissatisfied  with  Quark  and  they  want  some 
new-generation  technology  ...  or  if  they 
use  PDF  a  lot,  they  sort  of  immediately  tend 
to  gravitate  towards  InDesign.”  The  latter 
has  built-in  PDF  capabilities,  which,  unlike 
XPress,  can  generate  and  place  PDF  files. 

“It  is  very  much  a  question  of  having 
one  product  with  two  different  flavors,” 
said  Langford-Wilson.  For  SII,  he  added, 
it  does  not  amount  to  the  burden  of  “sup¬ 
porting  two  different  product  lines.” 

At  Baseview,  Rosenzweig  said  InCopy 
will  probably  be  offered  “as  a  supplement” 
to  the  text  editor  now  used  with  its  XPress- 
based  system.  While  many  customers  for  a 


system  using  InDesign  may  want  InCopy, 
Rosenzweig  thought  many  who  buy  five- 
to  20-seat  systems  will  not  need  or  pay  for 
more  than  Baseview’s  editor. 

He  said  no  decision  has  been  made  on 
whether  an  InDesign-based  IQue  editorial 
product  will  be  released  before  or  when 
InCopy  is  available  with  it.  Rather  than 
write  and  later  replace  its  code,  said  Rosen¬ 
zweig.  Ba.seview  may  wait  for  those  “other 
pieces  to  the  puzzle”  that  are  needed  to  use 
InDesign  with  InCopy.  “It’s  probably  very 
safe  to  say  that  we  would  definitely  be 
demo’ing  something  by  Nexpo.”  he  said. 

The  executives  could  say  little  about  the 
first  Insiight  order  (version  unknown), 
placed  at  IFRA.  The  customer  is  not  a 
newspaper,  but  is  looking  for  a  newsroom- 
management  and  Internet-publishing  sys¬ 
tem;  pagination  is  not  an  is.sue.  Suggesting 
the  customer  is  a  broadcast  property,  de 
Bruijn  said  the  sale  “perfectly  underscores 
Insiight’s  cross-media  capability.” 

At  a  recent  SII  user-group  meeting,  said 
de  Bruijn.  “the  excitement . . .  was  predom¬ 
inantly  [about]  InDesign.”  Many  members. 

Power  to  the  Post 

Annual  savings  exceeding  $1.8  mil¬ 
lion  are  in  store  for  the  New  York  Post 
when  its  new  production  and  distribu¬ 
tion  plant  in  the  city’s  Bronx  borough 
goes  into  operation  next  year  using 
New  York  Power  Authority  (NYPA) 
electricity. 

The  low-cost  allocation  of  12,000 
kilowatts,  approved  last  month,  antici¬ 
pates  the  addition  of  55  jobs  to  the 
paper’s  existing  work  force  of  420. 

The  Post’s  new  plant  comes  at  a  cost 
of  almost  $100  million  for  property 
improvements  on  the  site  of  the  old 
Harlem  River  rail  yards  and  more  than 
$75  million  for  new  equipment,  includ¬ 
ing  color  offset  printing  presses  (E&P, 
June  12,  p.  26). 

The  New  York  City  Public  Utilities 
Service  will  resell  NYPA  electricity  to 
the  Post  as  part  of  a  block  of  industrial 
power  reserved  for  sale  to  downstate 
municipal  distribution  agencies. 

The  new  allocation  comes  in  addi¬ 
tion  to  2,300  kilowatts  approved  for  the 
Post  in  1990.  The  country’s  largest 


he  said,  had  tried  copies  and  wanted  to  see 
it  working  as  part  of  a  publishing  system. 
Still,  at  the  trade  show  and  users’  meeting, 
said  Langford-Wilson.  “there  was  actually 
more  interest  in  the  Quark  solution  than  we 
had  expected.”  Proposals  from  SII,  they 
said,  have  been  roughly  half  for  Quark  and 
half  for  Adobe  versions. 

De  Bmijn  said  SII  presented  users  with 
several  strategies  for  using  Insiight  compo¬ 
nents  with  its  Compaq/Tandem-based 
System/77,  adding  value  and  creating  a 
“hybrid  environment.”  Each  represents  “a 
means  of  moving  forward  gracefully  and 
incrementally,”  he  said,  instead  of  expect¬ 
ing  a  site  to  abmptly  turn  off  its  Tandem 
and  switch  to  Insiight.  The  migration  route, 
de  Bmijn  said,  adds  “functionality  that  is 
not  available  in  Tandem.”  including; 

•  An  assignment  subsystem  on  the 
client; 

•  Dynamic  Web-publishing  for  copy 
originating  on  the  Tandem  system; 

•  Supplemental  pagination  for  design¬ 
intensive  pages,  exchanging  elements  with 
Coyote  Layout  via  PDF.  ■ 

state-owned  power  enterprise,  NYPA 
supplies  about  a  quarter  of  New  York’s 
electricity  from  1 2  plants. 

Clean-room  builder 
buys  press  erector 

Performance  Contracting  Group 
Inc.,  Lenexa,  Kansas,  has  acquired 
Masthead  International  Inc.,  the 
Albuquerque.  N.M-based  movers,  rig¬ 
gers,  and  erectors  of  printing  presses 
(including  controls  and  drives)  and 
semiconductor  tools. 

The  companies  have  worked  togeth¬ 
er  for  two  years  on  semiconductor  con- 
stmction  projects  —  Masthead  respon¬ 
sible  for  the  tool-installation  phase  and 
Performance  serving  as  clean-room 
envelope  contractor. 

Day-to-day  operations  at  Masthead 
(which  has  another  office  in  Phoenix) 
remain  under  Harry  Anderson,  the  vice 
president  who  co-founded  the  company 
in  1971.  Masthead  also  provides  com¬ 
plete  millwright  services,  plant  reloca¬ 
tion,  maintenance  and  support,  and 
warehousing. 
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FEATURES 

AVAILABLE 


.Carloof 


WWW.WUI  LUWI 

I  visit  the  site,  Type  m  a  ke^ 


thousands  ot  cartoons 
by  the  best  cartoontsts 
available  to  drop  straight 
into  articles  and  features 
011  44  207  700  7080 


_ ASTROLOGY _ 

Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http :  /  /  www.  ti  me-doto .  com 
Time  Data  Syndicate  (800)  322-5101 

AUTOMOTIVE 

WE'LL  DO  the  writing,  you  sell  the  ads! 

Enhance  your  auto  section  and  ad 
soles  with  articles  from  AUTOMOTIVE 
NEWS  and  AUTOWEEK,  the  leaders 
in  weekly  automotive  industry  reporting 
Automotive  News  Syndicate 
Joe  Hanley  (212)  254-0890 
Fax  (212)  254-7646 


COLUMNS  AVAILABLE 

“Inspirational  advice  inspired  by  the 
mountains  and  meant  for  the  heart." 
'Mountain  Therapy'  —  A  column  by 
Nancy  Pollard  Dowie  (435)  649-76(X). 

CONSUMER  ADVICE 

ORIGINAL,  ENTERTAINING,  ECLEOIC 
column  currently  published  in  excellent 
daily  newspapers.  Author  writing  book 
for  Simon  &  Schuster. 

(202)  686-1000 

solutionsbyir@earthlink.net 


_ ENTERTAINMENT 

“Hollywood  Behind  the  Scenes” 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing/with  photos 
E-mailed  or  US  mail  (800)  959-9977 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 

FAX  your  ad  to  [ 
'  212  ^929  ♦1259  I 


NEWSPAPERS  BROKERS 


McGann  &  Co. 

New  and  Old  Media  projects/ventures 
imcgann@aug.com 
(904)  826-1335 


NEWSPAPER  APPRAISERS 


'99  MARKET  VALUATIONS 
KAMEN  &  CO.  GROUP  SERVICES 
Specializing  in  weekly  &  monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (516)  379-3812 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brakers 
(561)368-4352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
www.mediamergers.com 


Send  Box  RepHe.s  to:  J 


Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  1001 1 


NEWSPAPER  APPRAISERS 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
tor  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  properly,  you  should  call 
(727)  733-8053 

or  write  Box  3 1 29,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
1  3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales,  Acquisitions,  Mergers 
(909)  626-6440  Fax  (909)  624-8852 


NEWSPAPER  BROKERS 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets 

Bolitho-Cnbb 
&:  Associates 

Publication  Brokerage 

A  Appraisals 
ast.1923 

We  have  sold 
thousands  of 
publishing  companies 
since  1923 

Please  call  us  to  discuss  your  options  in  a  sale 

John  Cribb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozemaiv  MT  59715 
.  icribb@iint.net 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo,  WY,  82834 
)fhicks@trib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Nwms,  FL.  34105 
tokis9mindspring.com 


‘A  tradition  of  service 

to  community  newspapers’ 

“You  can  count  on  our  knowledge  and  experience  when  you  are 
contemplating  the  sale  of  your  community  newspaper.  ” 

Bolitho  Media  Service  ^ 

Brokers  *  Appraisers  •  Consultants 

(580)  421-9600  M 

P.O.  Box  1985 -Ada,  OK  74821-1985  Tom  Bolitho 
Web  address:  bolitho.com  •  e-mail:  bolitho@bolitho.com 


NEWSPAPER  BROKERS 

NEWSPAPERS  FOR  SALE 

JMPC,  Est  1983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 

ATLANTA,  GA.  Weekly  Community 
Newspaper.  25,000  free  weekly 
circulation.  Fast  growing  area,  will  sell 
or  joint  venture.  (770)  474-2861 . 

MEDIA  AMERICA  BROKERS 

Lenox  Towers,  Suite  1 000 

3390  Peachtree  Rd.  NE 

Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 

Lon  W.  Williams 

EXCLUSIVE  WEEKLY  IN  RAPIDLY  grow¬ 
ing  upscale  community  of  Southern 
California.  Cash  flow  to  working 
owners  over  $200,000  on  $600,000-t 
gross.  Contact  Jim  Hicks  (Bolitho-Cribb 
&  Associates)  (307)  684-9407. 

MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  #1 1 ,  Montclair,  CA  91763 
(909)  626-6440  Fax  (909)  624-8852 

FOR  A  LIST  OF 

Publications  For  Sale  Go  To  ... 

WWW.  med  iamergers  .com 

MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 

229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 

FOR  CURRENT  USTINGS 

GOTO 

www.cribb.com 

For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 


PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


Desperation  is  a  feather  in  your  cap 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  ^ 

Newspapers 

Check  our  Keferoices 
(214)265-9300  Ted  Rickenbacher 

Rickenbacher  Media 

6731  Desco  Dr..  Dalla.s.  TX  7S223 
WWW  .rickunbathtTmedia.tom 


POPULAR  WEEKLY  NEWSPAPER.  Flor¬ 
ida's  largest  weekly  finally  gaes  on 
sole.  Family  operated  since  1 963.  Pub¬ 
lication  is  an  institution  in  South  Flor¬ 
ida.  This  newspaper  grosses  nearly  $2 
million  yearly.  Owner  will  sell  for 
lucrative  offer.  Send  inquiries  to  R. 
Coady,  8105,  Mizner  Lane,  Boca 
Raton,  R  33433,  or  E-mail  interest  to 
coadyblue@aol.com 

TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)  476-3950 


NEWSPAPERS  WANTED 


FACKEUAAN  NEWSPAPERS  SEEKS  to 
add  quality  publications  to  our  family 
of  community  newspapers.  Thinking  of 
selling?  Please  consider  us.  Cash  or 
terms.  Confidential.  Call  Marc  A. 
Richard  (850)  785-7709  or  mail  Box 
2265,  Panama  City,  FL  32402. 
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52  ISSUES. 
75  BUCKS. 


IMPORTANT!  Please  tell  us  about  yourself: 


Name 


E-mail 


Company 


Address 


City 


State 


M. 


□  Save  me  more  money!  Send  me  two  years  for  only  $135 

□  Bill  me.  □  Payment  enclosed.  Charge  my  □  VISA  □  MC  □  AMEX 

# _ Exp. _ 


Signature _ 

Ustrict  of  (XAimbia  residents  please  add  applicable  sales  tax  Canada  residerits  please  add  GST  Your  subscription  is  tax  deductible. 
Intematiortal  (outside  U.S.  and  Canada):  U.S.  $125  surface:  U.S.  $315  ^ 


□  YES!  Please  enter  a  one  year  subscription  to  E&P  in  my 
name.  I  pay  only  $1.44  per  week  -  a  savings  of  $61.00  off  the 
cover  price! 


A.  Your  Business  (Check  Only  Qoj  Category) 

1.  j  Dally  Newspaper 

2.  j  Weekly  Newspaper 
2a.  J  Radio  Station 
2b.  J  TV  Stations 
2c.  J  Cable  TV  Network 
2d.  J  On-line  City  Guide 
6.  J  Magazine /other 

Publication 

2e  _i  Software  Provider 

3.  _i  Corp./lnd./Assn. 

Buying  Advertising 
Space 

4.  _j  Advertising  Agency 

5.  J  Newspaper  Rep. 


7.  J  Graphic  Arts  /  Printing 

Service  /  Newspaper 
Supplier 

8.  J  News  Service/ Feature 

Syndicate 

9.  J  Publicity  and  Public 

Relations 

10.  J  Library  /  Federal  /  State 

and  Local 
Governments 

11.  J  Education:  Students/ 

Teachers 

Other  (Please  specify) 


j  B  Your  Occupation  (Check  Only  Qgs  Category) 


A.  J  Publisher 

B.  J  President 

C.  _iV  President 
0.  J  Editor 

01.  J Producer 
02.  J  Station  Mgr. 

03.  J  News  Dir. 

04.  _i  Oir.  New  Media 
05.  _i  Content  Dir. 

06.  J  Webmaster 

E.  J  General  Mgr. 

F.  J  Business  Mgr. 

G.  J  Controller 

H.  J  Advertising  Mgr. 

I.  J  Sales  Mgr. 

J.  J  Class  Mgr. 

K.  J  Research  Mgr. 

L.  J  Promo  Mgr 


M.  jPR  Mgr. 

O.  jProd  Mgr. 

P.  J  Composing  Mgr. 

Q.  J  Circulation  Mgr. 

R.  J  Editorial  Dept. 

S.  jAdvertising  Dept. 

T.  J  Circulation  Dept. 

V.  □Production  Dept. 

W.  J  Promotion  Dept. 

X.  J  Freelance  Artist/Writer 

Y.  J  Newspaper  Dealer/ 

Distributor 

Z.  J  Retired 
AA.  □  MIS  Mgr. 

B8.  J  Prepress  Mgr. 

CC.  J  Mailroom  Mgr. 

Other  (Please  specify) 


k.- 

Vi: 


f- 


r 

1. 


RECYCLED  PAPER 


NO  POSTAGE 
NECESSARY 
IF  MAILED 
IN  THE 

UNITED  STATES 


BUSINESS  REPLY  MAIL 

FIRST-CLASS  MAIL  PERMIT  N0.64  DENVILLE,  NJ 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 


PUBL 


P.O.  BOX  3000 
DENVILLE,  NJ  07834-9735 
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EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

NO  NONSENSE  50"  WEB 
Squeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


EQUIPMENT  FOR  SALE 

TWO  CHESIRE  lABELING  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Call  (256)  546-0600,  ask  for  Bill 

MAILROOM 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)356-4886  Fax  (816)  887-2762 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218  Fax  (407)  273-901 1 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fox  (770)  590-7267 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

Ml  1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEAAARKCTING 
Horace  Southward 
(877)  550-1515 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


MM!  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS  MM! 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 

BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 
Joseph  Skoff  (800)  218-6731 
HEADUNE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE  I  Test  Programs  Available 

E-mail  Hdlinel  @aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


_ MAILROOM _ 

NEWSTEC,  INC. 

1  Specializing  in  SLS/Muller  Martini  and 
'  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation  j 

•  Mailroom  Systems  i 

•  Buy/Sell  Used  Mailroom  Equipment  | 

Terry  Connors,  Director  of  Sales  j 

i  Phone:  (508)  850-7945 

I  Fax:  (508)  850-7951  | 

1  www.newstec.com  [ 


_ PRESSES _ 

COMMERCIAL  PRESSES  &  AUXlUARIES 
I  Brush  Dampener  Conversions 
;  (815)  648-461 1  Fax  (815)  648-2856 


DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Nevsrman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial  | 
Web  and  Newspaper  Web  Presses"  j 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (913)648-2000 

_ Fax:  (913)  648-7750  _ 

METRO,  URBANITE,  COMMUNITY, 

SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 

MOST  EXTENSIVE  SELECTON  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


PRESSES 


PRESS  FOR  SALE 
1 3-unit  Goss  Community  SC/SSC 
comprised  of  1  -three  high,  3-two 
highs,  4  mono  units.  Equipped  with 
pneumatics,  brush  dampening  and 
motorized  comps.  Clean  &  in  excellent 
condition.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc. 
(941)561-6401  inter@sprintmail.com 

PRESSES 

•Goss  3:2  Folders  23  9/10",  22  3/4", 

22",  21  1/2",  21" 

•New  or  Rebuild  Goss  R.T.P.  42"  -i-  45" 
•Goss  Y  columns  all  sizes 
•Goss  Metro  Units 
•Harris  1650  folder  22  3/4" 

•9  unit  Goss  Cosmo 
22  3/4"  cut-off 
7  42"  RTPs 
3-2  Folder 
Fincore  drives 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 
MOUNTAIN  STATES,  INC. 
(800)  257-3045 


PRESSES 


Inland  Newspaper  Machinery 
Corporation 


For  a  complete  list  of  presses; 

www.inlatKinews.com 


WANTED  TO  BUY 

i  BUYING  news  photos,  sports,  politics, 
j  personalities,  events.  Any  quantity, 
I  anywhere.  Call  Jim  1  (800)  872-9990. 

WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  AAailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 
i  (256)  997-9355  Fax  (256)  997-9656 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  IrK. 

(770)  428-5817  Fax  (770)  590-7267 

A  computer  will  do  what  you  tell  it  to 
do,  but  that  may  be  different  from  what 
you  had  in  mind. 

Joseph  Weizenbaum 

FERAG  EQUIPMENT 


FEUGMUinCEU 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Phone:  (516)  843-3003 
Fox:  (516)  843-2280 


MELVILLE,  NY 


;  CIRCULATION  SERVICES 

j  JOHN  A.  BURKE 

I  NY  •  NJ  •  PA 

I  CIRCULATION  MARKETING  SERVICES 
t  Phone/Fox:  (516)  588-2735 

MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for 
i  any  size  publication.  State  of 

j  the  art  predictive  dialer.  We  have 
many  years  of  experience  delivering 
Quality  plus  Quantity  soles!  Phone 
(732)  738-5100  Fax  (732)  738-51 1 5 
E-mail  JanMont@Earlhlink.com 
PRO  STARTS 

i  THE  TELEMARKETING  PROS 

EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 

SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 

•  Stop-saver  projects 

•  Up-grade  projects 

Call  Doug  Reese  at  (800)  972-6778 

TELE  DIREa  MARKETING,  INC. 
(912)  226-6100  Fax  (912)  226-5414 
“newspoper  telemarketing  experts” 

TELEMARKETING  PROFESSIONALS  Inc 
Coast  to  Coast  Telemarketing 
Over  25  years  of  experience 
to  the  Newspaper  Industry 
Our  quality  is  second  to  none 
Al  Schreibman  (800)  830-3776 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

I  Tel:  (303)791-3301 

I  hltp://www.(akebrains.com 

PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELEaRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  (or  single  or 
double  width  presses.  Also:  Parallel 
drives,  harsepawer  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hour  line 
(505)842-1357 
P.O.Box  1952  ; 

Albuquerque,  NM  87103  i 


PRESSROOM  SERVICES 

j  PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floars,  catwalks  and  lad- 
derwoys?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Cantrocts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 

PUBUSHER  CONSULTANTS 

CRADICK  &  MINIE 
Confidential  Consultants  Ta  Publishers 
70  years  combined  industry  experience 
1  (888)414-5038 


Classified  Advertisers: 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  (212)  675-4380  ext.  170 


CIRCULATION  SERVICES  |  CIRCULATION  SERVICES 

CIRCULATION  SERVICES,  INC. 

The  Prepaid  Subscription  Telemarketing  Leader 
Offering  The  Programs  Innovative  Circulators  Need 

•  25%  Minimum  Prepaid  Subscription  Sales 

•  Post  Start  Verification  with  Instant  E-mail 

•  Do-Not-Call  File  Cleanup 

•  Upgrade  Conversions  &  Non-Pay  Restarts 
Call  1-888-343-0470  for  more  information 


www.mediainfo.com 
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mjchelea@mediainfo.com 


HELP  WANTED 


_ ACADEMIC _ 

GUEST  FACULTY  POSITION  -Applica¬ 
tions  are  invited  for  the  position  of 
James  A.  Clendinen  Professor  in 
Editorial  and  Critical  Writing  at  the 
School  of  Mass  Communications  at  the 
University  of  South  Florida  in  Tampa. 
Clendinen  served  the  Tampa  Tribune 
for  50  years,  including  25  years  as 
editor  and  more  than  a  decade  as 
editorial  board  chairman. 
RESPONSIBILITIES  -  The  Clendinen  Pro¬ 
fessor  teaches  Critical  Writing: 
Editorials,  Reviews,  Columns  to 
selected  USF  undergraduates  three 
times  a  week  from  January  24  until 
February  24,  2000.  The  Clendinen  Pro¬ 
fessor  also  makes  a  presentation  at  the 
university  on  a  topic  related  ta  editorial 
and  commentary  writing. 

MINIMUM  QUALIFICATIONS  AND 
COMPENSATION  -  The  position 
requires  significant  professional  expe¬ 
rience  in  editorial  writing  and  evidence 
of,  or  potential  for,  excellence  in 
teaching.  The  Clendinen  Professor's 
stipend  is  $6,000.  In  addition,  the  Clen¬ 
dinen  Professor  will  receive  reimburse¬ 
ment  for  round-trip  transportation  to 
Tampa  and  for  a  car  rental  while  in 
Florida  and  will  be  provided  free  hous¬ 
ing  at  the  campus  hotel  for  the  dura¬ 
tion  of  the  course.  A  university  office,  a 
computer,  and  secretarial  and  research 
support  also  are  provided. 

THE  UNIVERSITY  AND  THE  SCHOOL  - 
USF  is  a  comprehensive,  metropolitan 
state  university,  serving  35,000  stu¬ 
dents  in  nine  colleges  on  four  cam¬ 
puses  in  Tampa,  Lakeland,  St. 
Petersburg  and  Sarasota.  Among  the 
top  research  universities  in  the  state, 
USF  offers  degree  programs  in  79 
undergraduate  disciplines,  89  Master's 
and  specialist  programs,  and  26 
doctoral  programs,  including  the  M.D. 
The  faculty  numbers  more  than  2,000 
members.  The  School  of  Mass  Commu- 
nicatians  is  ane  of  110  programs 
certified  by  the  Accrediting  Council  on 
Education  in  Journalism  and  Mass 
Communications  and  enrolls  approxi¬ 
mately  700  students. 

DEADLINE  -  The  deadline  for  receiving 
applications  is  November  1 ,  1 999. 
According  to  Florida  law,  applications 
and  meetings  regarding  them  are  open 
to  the  public.  To  apply,  fax  a  letter 
describing  credentials  with  a  resume 
and  the  names  of  three  references  to 
(813)  974-2592  to  Edward  Jay 
Friedlander,  Chair,  Clendinen  Search 
Committee,  School  of  Mass  Communi¬ 
cations,  University  of  South  Florida. 
USF  is  an  Equal  Opportunity/ 
Affirmative  Action/Equal  Access  institu¬ 
tion.  For  disability  accommodations, 
call  (813)  974-2591  at  least  five  work¬ 
ing  days  in  advance  of  need. 

Some  like  to  understand  what  they 
believe  in.  Others  like  to  believe  in  what 
they  understand 

Stanislaus  Lee 


_ ACADEMIC _ 

MISSOURI  SCHOOL  OF  JOURNAUSM 
COMPUTER  ASSISTED  REPORTING 
The  Missouri  School  of  Journalism 
seeks  an  expert  in  camputer-assisted 
reporting  to  teach  classes  at  the  univer¬ 
sity  and  professional  seminars  for  the 
National  Institute  for  Computer- 
Assisted  Reporting.  NICAR  is  a  joint 
program  of  the  school  and 
Investigative  Reporters  and  Editors,  Inc. 
Applicants  must  have  at  least  a 
Bachelor's  degree  and  experience 
working  with  CAR  projects.  Teaching 
experience  is  valued  though  not 
required.  Applications  will  be  accepted 
until  the  position  is  filled.  Send  applica¬ 
tions  to: 

Professor  Daryl  Moen 
Missouri  School  of  Journalism 
230  Neff  Hall 
University  of  Missouri 
Columbia,  MO  6521 1-1200 

The  University  of  Missouri  is  an  Equal 
Opportunity/ADA  institution.  Applica¬ 
tions  from  women  and  minorities  are 
encouraged. 


NEWSROOM  TRAINER 
The  Center  for  Community  Journalism 
seeks  reporter/editor  with  excellent 
coaching  skills  to  direct  continuing 
education  program  for  journalists  in 
weeklies  and  small  dailies.  The  trainer 
will  deliver  on-site  coaching  sessions; 
prepare  training  materials;  publicize 
programs;  coordinate  workshops;  edit 
Center  newsletter;  be  liaison  with  com¬ 
munity  newspapers;  and  work  with 
Advisory  Board.  Requirements:  five  to 
seven  years  reporting  and  editing, 
excellent  communication  skills,  track 
record  of  teaching  and  coaching,  and 
pagination  software  skills.  Bachelor's 
degree  in  journalism  or  related  field 
required;  Master's  preferred.  The  Cen¬ 
ter  is  a  grant-supported  initiative  of 
SUNY  Oswego's  journalism  program. 
Send  letter  of  application,  resume, 
work  samples  and  names  of  three 
;  references  to  Mary  Glick,  director. 
Center  for  Community  Journalism, 
i  Lanigan  Hall,  SUNY  Oswego, 
Oswego,  NY  13126.  Women  and 
minorities  urged  to  apply.  Complete 
job  description  available  at: 

www.oswego.edu/ -cej/ 

STANFORD  UNIVERSITY'S  Graduate 
Program  in  Journalism  is  newly 
focused  on  the  reporting  of  public 
I  issues:  developing  and  refining  the 
{  skills,  knowledge,  and  good  judgment 
needed  to  report,  analyze  and  write 
authoritatively  about  them.  The  pro- 
I  gram  welcomes  applications  from 
those  qualified,  intellectually  and  pro¬ 
fessionally,  to  pursue  an  advanced 
degree  (Master's)  in  journalism.  Tuition 
scholarships  available.  Application 
,  deadline  for  the  2000-2001  academic 
;  year  is  January  5.  For  information, 
;  write  to  the  Office  of  Graduate 
Admissions,  Stanford  University,  Stan¬ 
ford,  CA  94305-3005. 

Phone  (650)  723-4291 ;  Web  site: 

WWW. stanford.edu/dept/registrar/ 
toc_applicants.btml 


_ ACCOUNTING _ 

GROUP  CONTROLLER 

The  Eureka  Times-Standard,  a  division 
of  California  Newspapers  Partnership, 
has  an  opening  for  a  Group  Controller 
with  responsibility  for  overseeing  the 
accounting  and  finance  function  for 
multiple  newspapers.  The  successful 
candidate  will  be  responsible  for 
month-end  closings,  financial  reporting 
and  analysis,  budgeting,  farecasting, 
credit  and  collectians,  job  costing,  and 
establishing  internal  controls.  The  ideal 
candidate  should  be  a  degreed 
accountant  with  5  years  or  more  of 
accounting  and  supervisory  experi¬ 
ence.  Candidate  should  possess  strong 
analytical.  Excel  spreadsheet,  and 
communication  skills.  We  offer  com¬ 
pensation  commensurate  with  experi¬ 
ence  and  an  excellent  benefit  package. 
Please  send  resume  with  cover  letter 
and  salary  requirements  to  Pat  Brown, 
ANG  Newspapers,  P.O.  Box  5050, 
Hayward,  CA  94540-5050  or  FAX  to 
(510)  293-2383. 


ADMINISTRATIVE _ 

PUBLISHER  wanted  for  community 
weekly  newspaper  located  in  North 
Marin  County,  CA.  We  are  looking  for 
a  strong  leader  with  excellent  people 
skills  and  budgeting  experience.  Sales/ 
marketing  backgraund  helpful.  Com¬ 
petitive  salary  and  benefits  package. 
Please  fax  or  mail  resume  to  Jock  C. 
Morgan,  president,  Scripps  Enterprises 
Inc.,  P.O.  Box  516,  Napa,  CA  94559. 
Fax  (707)  942-2727 

ADVERTISING 

ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site; 

WWW.  boonenewspapers .  com 

ADVERTISING  DIRECTOR  wanted  for 
28K  daily,  30+K  Sunday,  seven  day 
paid  in  Midwest.  I  need  a  sales  pro¬ 
fessional  that  can  lead  a  staff  of  20  in 
a  competitive  metro  market.  Perfect  for 
a  Retail  Manager  that's  ready  to 
advance.  If  you  understand  rates, 
organization  and  motivation,  we  need 
to  talk.  Send  resume  and  salary  history 
to  Box  08947,  Editor  &  Publisher. 


ADVERTISING  DIREaOR 

Woodland  California's  Daily  Democrat 
is  seeking  an  Advertising  Director. 
Duties  entail  directing  and  motivating 
retail  and  classified  staff  of  10,  budget 
preparation,  generating  revenue  and 
expense  reports,  creating  promotions, 
meeting  with  advertisers,  and  represent¬ 
ing  the  newspaper  in  the  community. 
Salary  commensurate  with  experience 
plus  commission  and  bonus  tied  to 
goals  and  budget.  Woodland  is 
located  in  the  Sacramento  Valley  about 
20  miles  northwest  of  the  state  capital. 
Easy  driving  distance  from  San  Fran¬ 
cisco,  Lake  Tahoe,  and  the  Wine  Coun¬ 
try.  Circulation  is  at  10,000  in  a  com¬ 
munity  of  45,000.  Send  letter  and 
resume,  including  salary  history  to 
John  Fenrich,  publisher  at: 

jfenrich@2extreme.  net 
You  can  also  FAX  to  (530)  662-1285 
Or  call  (530)662-5421 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

Suburban  Publications  is  seeking  an 
advertising  professional  to  lead  our 
retail  and  classified  departments.  Sub¬ 
urban  Publications  is  made  up  of  three 
weekly  newspapers  including  the  Sub¬ 
urban  &  Wayne  Times,  King  of 
Prussia  Courier,  and  the  Suburban 
Advertiser  with  a  combined  circulation 
of  over  33,000.  We  are  located  in  the 
heart  of  the  Main  Line  in  the  Philadel¬ 
phia  suburbs  and  are  seeking  an 
ambitious,  self- motivated,  and  sales 
driven  candidate  that  can  display 
strong  leadership  and  communicatian 
skills.  Responsibilities  will  include 
monthly  and  yearly  forecasting.  We 
offer  competitive  salary,  bonus  plan 
and  excellent  benefits  including  401  (k). 
Please  send  resume  to: 

Dianne  M.  Ryan,  Publisher 
Suburban  Publications 
1 34  N.  Wayne  Avenue 
Wayne,  PA  1 9087 


ADVERTISING  MANAGERS 
“Got  pizzazz?”..  Brehm  Communica¬ 
tions  www.BrehmCommunications.com 
a  progressive,  privately-owned  cor¬ 
poration  with  58  community  pub¬ 
lications,  needs  both  ad  directors  and 
retail  ad  managers  who  can  “make  a 
difference"  in  unique  California  and 
Arizona  markets.  If  your  advertising 
career  has  been  outstanding  to  this 
point,  but  you  need  a  positive  change 
to  a  new  environment,  let's  talk.  You 
supply  the  knowledge,  experience  and 
hands-on  selling  and  coaching  ability, 
and  we'll  provide  a  challenging  and 
rewarding  position.  Want  potential? 
Several  or  our  publishers  started  in  our 
advertising  departments.  If  you're  the 
overachiever  we  want,  send  resume, 
with  career  and  earnings  expectations, 
to  Mel  “Doc"  Croucher,  Brehm  Com¬ 
munications,  P.O.  Box  28429,  San 
Diego,  CA  92198-0429. 

ADVERTISING  MANAGER 
The  Cadsbad  Current-Argus,  a  6  day 
AM  newspaper  located  in  Carlsbad, 
New  Mexico,  seeks  results  oriented 
individual  with  proven  history  of  suc¬ 
cess  to  lead  our  team  of  advertising 
sales  professionals.  Excellent  people 
skills,  creativity,  marketing,  and  proven 
management  experience  required. 
Day-to-day  responsibilities  include 
directing  sales  groups,  implementing 
training  and  motivational  programs, 
revenue  and  expense  budgeting  and 
financial  forecasting  to  meet  depart¬ 
ment  goals. 

We  offer  competitive  compensation 
with  an  incentive  plan  and  comprehen¬ 
sive  benefits  package.  If  you  are 
interested  in  this  opportunity  send  your 
resume  with  salary  history  to  Carlsbad 
Current-Argus,  Attn:  Sammy  Lopez, 
P.O.  Box  1629,  Carlsbad,  NM  88221- 
1629. 


ADVERTISING  SALES  MANAGER: 
Independent  group  of  paid  community 
weeklies  in  upscale  New  York  suburbs 
seeks  enthusiastic  leader  to  energize 
our  sales  team.  Hire,  train,  motivate 
and  SELL.  We  are  the  class  of  a 
j  crowded  field.  You  must  have  proven 
;  ability  to  make  us  stand  out  from  the 
crowd!  Top  salary,  401  (k),  and  MBOs. 

1  Fax  resume,  salary  history  to: 
i  (516)569-4942 
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classified 


HELP  WANTED 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING  DIREQOR 

Paid  daily  in  lucrative  Washington  DC 
suburban  market  is  seeking  a  qualified 
candidate  to  manage  Classified 
Department.  Applicant  must  hove  prior 
experience  with  a  paid  daily  newspa¬ 
per.  Competitive  salary,  401  (k),  plus 
other  excellent  benefits.  Please  fax 
resume  and  salary  requirements  to: 

Karl  Spain  at  (703)  846-8470 


CLASSIFIED  SALES  MANAGER 
Chicoga,  IL 

Midwest  Suburban  Publishing,  Inc.  is  a 
subsidiary  of  Hollinger  International, 
the  third  largest  publisher  in  North 
America.  MSP's  industry  leading 
papers  in  Chicago  include:  The  Daily 
Southtown  (60,000  paid  daily).  The 
Star  (60,000  paid  weekly)  and  The 
PennySaver  (450,000  shopper). 

We  are  currently  looking  for  a 
classified  sales  professional  to  join  our 
manogement  team.  Previous  manage¬ 
ment  experience  with  the  ability  to 
lead,  motivate  and  manage  sales 
strategies  are  essential.  Send  your 
resume  to: 


John  P.  Kern 

Classified  Advertising  Director 
Midwest  Suburban  Publishing,  Inc. 
6901  W.  159th  Street 
Tinley  Park,  IL  60477 


CUSTOMER  SERVICE  MANAGER 

The  Baltimore  Sun,  a  Times  Mirror 
Company,  seeks  an  experienced  and 
well-rounded  Customer  Service  Man¬ 
ager  for  our  Classified  Advertising 
Department.  This  dynamic  and 
challenging  position  will  be  responsible 
for  our  entire  in-bound  coll  center, 
working  with  both  sales  managers  and 
telephone/inside  soles  representatives 
in  a  fast-paced,  deaaline-driven 
environment.  This  txjsition  will  report  to 
the  Director  of  Classified  Advertising, 
and  will  be  instrumental  in  the  devd- 
opment  of  programs  and  products  to 
grow  ad  volume  and  revenue,  from  con¬ 
cept  through  implementation. 

The  ideal  candidate  must  have  strong 
communication  and  customer  service 
skills,  with  at  least  5  years  of  manage¬ 
ment  experience  in  a  call  center 
environment.  Must  be  a  team  player 
with  a  proven  ability  to  develop,  train 
and  motivate  sales  groups.  Experience 
with  design  of  recognition  programs 
desirable.  Strong  anal^col  skills  and  a 
results-oriented.  customer-focused 
approach  to  problem  solving  is  also 
essential.  College  degree  preferred. 
Advertising  or  media  experience  is  not 
required. 

The  Baltimore  Sun  offers  a  wide  range 
of  benefits,  including  a  generous 
salary,  annual  bonus  program,  com¬ 
prehensive  medical/dentol/vision 
benefits,  401  (k)  program,  and  tuition 
reimbursement. 

Please  send  or  fax  resume  in  con¬ 
fidence  to: 


The  Baltimore  Sun 
Attn:  Jennifer  Helphenstine 
P.O.  Box  i577 
501  N.  Calvert  Street 
Baltimore,  MD  21 278 
Fax:  (410)783-2529 
jennifer.helphenstine@baltsun.com 
Diversity/Equal  Opportunity  Employer 


_ ADVERTISING _ 

DISPLAY  AD  MANAGER.  The  Long¬ 
mont  Daily  Times-Call,  a  21,000  Col¬ 
orado  daily,  is  looking  for  an  experi¬ 
enced  display  advertising  manager. 
Must  have  excellent  communications 
and  sales  skills  and  be  able  to  train, 
direct  and  motivate  a  proven  high- 
caliber  sales  team.  The  ideal  candidate 
must  be  an  energetic,  self-directed 
person  who  can  handle  multiple 
priorities  and  thrive  in  a  fast-paced 
and  rewarding  “state  of  the  arf  team 
environment.  Send  comprehensive 
cover  letter  with  resume  and  salary  his¬ 
tory  to  HR  Manager,  Attn:  Display,  The 
Daily  Times-Call,  P.O.  Box  299,  Long¬ 
mont,  CO  80502.  Fax  (303)  776- 
0837  or  E-mail  HR@Lehmancomm.com 


OHIO  NEWSPAPER  SEEKS  an  advertis¬ 
ing  salesperson  ready  to  step  up  to 
become  an  advertising  manager.  Will 
be  eligible  for  promotion  within 
award-winning  newspaper  graup  that 
]  is  located  throughout  the  region.  Com¬ 
petitive  pay  plus  excellent  fringe  bene¬ 
fits  and  substantial  bonuses  for  suc¬ 
cessful  performance.  If  you  lave  sales 
and  are  determined  to  build  an  incredi- 
i  ble  career,  you  should  apply  here.  Call 
'  1  (800)  524- 1 990  Use  job  code  1 405. 

ART/GRAPHICS 

!  THE  PHILADELPHIA  DAILY  NEWS 
‘  seeks  an  experienced,  energized 
I  designer  who  can  illustrate,  create 
:  graphics  and  layout  pages  with 
;  pizzazz.  This  is  a  full-time  position  with 
I  an  expected  vacancy  in  January. 
We're  looking  for  a  dynamic,  take- 
charge  person  who  can  help  us  solve 
problems  and  generate  big  ideas.  The 
Daily  News  is  a  feisty  tabloid  that 
,  values  presentation  and  packaging. 

:  Your  bag  of  tricks  should  inaude 
!  QuarkXPress,  Photoshop,  Freehand, 
j  Illustrator,  MS  Word,  Excel, 

'  Multimedia/online,  3-D,  and  yes,  a 
paintbrush.  Send  resume,  references, 
samples  (tearsheets  or  slides)  and  a  let¬ 
ter  that  outlines  not  only  your  past,  but 
your  goals  and  aspirations,  to  John 
;  Sherlock,  graphics  editor.  Box  7788, 
'  Philadelphia,  PA  19101. 

1  CIRCULATION 

'  ADVANCEMENT 
See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 

I  See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


I  CIRCULATION  DIREaOR 

i  A  15,500-circulation  daily  newspaper 
I  in  Western  New  York  is  looking  for  an 
experienced  circulation  director  to  run 
;  its  four-countv  operation.  Qualified 
I  candidates  will  have  a  minimum  of  five 
^  years  circulation  and  a  strong  track 
I  record  of  excellent  customer  service. 

I  Compensation  package  includes  salary 
!  based  upon  experience,  bonuses,  full 
benefits,  and  a  great  quality  of  life, 
i  Send  resume  and  salary  requirement  to 
^  Roger  L.  Mosher,  editor  and  publisher. 
The  Daily  News,  2  Apolla  Drive,  P.O. 
Box  870,  Batavia,  NY  14020. 


j  Faith  sees  the  invisible,  believes  the 
incredible  and  receives  the  impossible 

Unknown 


_ CIRCULATION _ 

CIRCULATION  DIREQOR 
Immediate  Opportunity 
Our  publication  group  is  a  leading 
mid-Michigan  employer  that  continues 
to  expand.  With  more  than  19  offices 
throughout  mid-  and  Northern- 
Michigan,  a  total  distribution  reaching 
in  excess  of  400,000  households,  and 
400+  employees,  we  offer  career 
opportunities  and  professional  growth. 

We  now  seek  a  Circulation  Director. 
Chosen  candidate  is  responsible  for 
circulation  of  the  daily  newspaper,  sub- 
scriptian  and  single  copy  sales/ 
marketing,  budgeting  and  expense 
management,  as  well  as  distribution  of 
the  shopping  guides  and  specialty  pub¬ 
lications.  Prior  supervisory  experience 
required.  ABC  audit  and  TMC  product 
knowledge  desired. 

Mt.  Pleasant  is  a  friendly,  mid-sized  com- 
j  munity  with  several  area  colleges  and 
j  many  other  amenities.  It  is  close  to 
lokes,  parks,  and  outdoor  recreation 
sites,  and  is  reasonably  close  to  two 
major  cities. 

CMN  offers  a  competitive  salary/ 
benefits  package,  incentives  for  results 
achieved,  team  environment,  growth 
opportunities. 

All  inquiries  are  welcomed.  If 
interested,  please  fax/send  resume  to: 
Employment  and  Training  Manager 
Central  Michigan  Newspapers,  Inc. 

217  N.  Main  Street 
Mt.  Pleasant,  Ml  48858 
Fax:  (517)  775-8351 
Phone:(517)772-2971 
After  5:00  p.m.  (517)  775-6635 
EOE/DFW 


_ CIRCULATION _ 

CIRCULATION  DIREaOR  wanted  for 
28K/30K,  daily/Sunday,  seven  day 
paid  on  the  banks  of  the  mighty 
Mississippi.  We  need  a  CD  that  can 
sell  newspapers,  and  teach  the  staff  to 
do  the  same.  Solid  home  delivery  and 
single  copy  knowledge  is  a  must.  You 
should  be  fluent  in  ABC  and  hove  an 
understanding  of  budgeting  and  finan¬ 
cial  reporting.  If  you're  an  assistant 
CD,  or  just  looking  for  a  new 
challenge,  send  me  (no  phone  calls) 
your  resume  and  salary  expectations. 

James  Shrader,  Publisher 
THE  TELEGRAPH 
P.O.  Box  278 
Alton,  IL  62002 


CIRCULATION  DIREaOR 
Twice  weekly  Scripps-Howard  news¬ 
paper  in  resort  area  on  Florida  gulf 
coast  seeks  individual  with  experience 
in  home  delivery  and  mail  subscrip¬ 
tions,  single  copy,  and  TMC  non¬ 
subscriber  product.  Must  hove  market¬ 
ing  and  promotion  skills.  Excellent 
company  benefits.  Send  resume  ta 
Carol  B^klund,  The  Destin  Log,  P.O. 
Box  957,  Destin,  FL  32540. 

Fax:  (850)  654-8455 
E-mail:  ctbecklund@emeraldcoast.com 


CIRCULATION  SALES  & 
PROMOTIONS  MANAGER 
Midwest  PM  daily  seeks  individual  with 
circulatian  sales  experience.  You'll 
work  with  our  district  managers,  car¬ 
riers  and  drivers  to  grow  our  home- 
delivery  as  well  as  single-copy. 
Excellent  opportunity.  Good  storting 
ay  plus  bonus  plan.  Competitive 
enefits  package.  Apply  to  J. 
McCullough,  NewsTribune,  426  Sec¬ 
ond  Street,  La  Salle,  IL  61 301 . 


EDITORIAL  EDITORIAL 


MIDWEST  REGIONAL  SALES  MANAGER 


I  The  Editor  &  Publisher  Company  seeks  a  dynamic,  self-starter  to  be 
!  our  Midwest  Regional  Sales  Manager. 

j  Candidate  requirements: 

•  Thorough  knowledge  of  newspaper  industry 

•  Minimum  5  years  Print  ad  sales  experience 

j  •  Primary  responsibilities  include  the  sale  of  display  advertising 
j  across  multiple  print  and  web  products  plus  trade  show  exhibit  and 
sponsorships 

•  Position  is  located  in  Chicago 

Please  fax  letter  of  interest,  resume  and  salary  requirements  to 
1  (212)  691-6939  or  mail: 

j  Dennis  O'Neill 

I  Publisher 

The  Editor  &  Publisher  Company 
11  W  19th  Street 
New  York,  NY  10011 

Or  E-mail  the  same  to  denniso@mediainfo.com 


www.medicunfo.com 
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HELP  WANTED 


_ CIRCULATION _ 

CONSUMER  SERVICES  MANAGER 

Manage  a  fast  paced,  million  dollar 
inbound  customer  service  division  of 
representatives,  supervisors  and  man¬ 
agers.  Responsible  for  technology  and 
staff  development,  establishing  and 
maintaining  strategic  and  operating 
initiatives.  Requirements  include: 
•Undergraduate  degree  in  Business  or 
related  field,  or  equivalent  related 
experience;  advanced  degree  a  plus 
•5-7  years  experience,  preferably 
managing  a  Call  Center 
•Understanding  of  online  business 
systems  and  telecommunication  systems 
•Ability  to  monitor  technology  devel¬ 
opments  and  make  recommendatians 
for  changes  that  improve  efficiency 
and  maintain  a  state-of-the-art 
customer  service  operation 

Source  Code:  EP-CSM-GE 

We  offer  competitive  starting  salaries 
and  great  benefits.  For  consideration, 
please  submit  resume  with  source  code 
to: 

Orlando  Sentinel  Communications 
Employment  Center 
633  North  Orange  Avenue 
Orlando,  FL  32801 
Fax:  (407)  420-5766 
geves@orlandosentinel.com 


DISTRia  MANAGERS  NEEDED 

East  Coast  Metro  has  opening  for  Dis¬ 
trict  Managers.  Must  be  aggressive 
with  a  strong  background  in  home 
delivery  and  single  copy.  Good  orga¬ 
nizational  and  communication  skills  a 
must.  Competitive  salary  and  benefits 
package. 

If  interested,  fax  or  send  resume  and 
cover  letter  to: 

The  Washington  Times 
Circulation  Department 
3600  New  York  Avenue,  NE 
Washington,  DC  20002 
Fax:  (202)  635-0409 


_ CIRCULATION _ 

FULFILLMENT 
SYSTEM  COORDINATOR 
The  Christian  Science  Monitor,  an 
international  daily  newspaper,  is 
upgrading  its  fulfillment  system.  We 
are  seeking  a  skilled,  creative  person 
to  manage  this  new  system.  Must 
coordinate  daily  print  runs,  serve  as 
liaison  with  software  provider  and  print 
plants.  Also  train  and  suppart  new 
system  users.  3  to  5  years  professional 
experience  in  this  area  required.  Must 
be  familiar  with  PBS  CM  &  PostalSoft. 
Resume  to  First  Church  of  Christ,  Scien¬ 
tist,  175  Huntington  Avenue,  A-130, 
Boston,  MA  02115.  Fax:  (617)  450- 
3856  E-mail:  jobs@csps.com 


SINGLE  COPY  MANAGER 

Central  Maine  Newspapers,  a  division 
of  Blethen  Maine  Newspapers,  is  seek¬ 
ing  a  Single  Copy  Manager.  While 
working  cfosely  with  the  Circulation 
marketing  Manager  and  other  key 
individuals,  the  seized  candidate  will 
lead  all  single  copy  operational  and 
sales/marketing  activities.  He/she  will 
report  to  the  Circulation  Director. 

Individual  will  be  a  self-starter, 
creative,  organized  and  analytical, 
possess  good  leadership  and  project 
management  skills  and  be  able  to  work 
effectively  in  a  team/collaborative 
environment.  We  need  a  take  charge 
person  who  has  hands  on  experience 
in  building  single  copy  sales  through 
excellent  overall  management,  rela¬ 
tionship  marketing,  merchandising  and 
alternative  sales  methods.  College 
degree  in  business  or  related  field  is 
preferred. 

Qualified  candidates  should  mail/ 
fax/E-mail  a  resume  with  cover  letter 
to: 

Central  Maine  Newspapers 
Attn:  Human  Resources  Department 
274  Western  Avenue 
Augusta,  ME  04330 
E-mail:  chowe@centralmaine.com 
Fax:  (207)  621-5610 


_ CIRCULATION _ 

AAARKET  SEGMENTATION 
MANAGER 

The  Arizona  Republic,  Phoenix,  Ari¬ 
zona's  leading  information  company  is 
looking  for  a  full-time  Market  Segmen¬ 
tation  Manager  in  the  Circulation 
Department.  This  key  person  will 
supervise  a  staff  that  is  responsible  for 
all  direct  sales  programs.  Must  be  able 
to  show  a  proven  ability  to  use  geo/ 
demographic  data  to  build  acquisition, 
while  increasing  retention  and  reader 
loyalty.  Will  have  closed  loop 
responsibilities  for  developing 
strategies  and  targets,  executing  sales 
programs  in  the  field,  and  have  the 
ability  to  analyze  all  back  end  support 
processes.  Strong  leadership,  man¬ 
agement  and  presentation  skills.  PC  pro¬ 
ficient  especially  with  Microsoft  Office. 
Familiarity  with  the  Internet,  mapping 
software,  and  data  use  in  a  media 
environment,  plusexcellentmathematical 
and  analytical  skills. Bachelor's  degree. 
M.B.A.  preferred.  Three  to  five  years 
sales/analytical  experience. 

The  Arizona  Republic  offers  excellent 
health  benefits  and  401  (k)  plan  and  com¬ 
petitive  compensation.  Please  send  a 
resume  with  a  cover  letter  and  salary 
requirements  in  confidence  to: 

Chris  Christian,  Cl  16 
Assistant  Circulation  Director 
The  Arizona  Republic 
200  E.  Van  Buren  Street 
Phoenix,  AZ  85004 

The  Arizona  Republic  is  an  Equal 
Opportunity  Employer  and  a  drug-free 
workplace. 


SINGLE  COPY  SALES 
DEVELOPMENT  MANAGER 

The  Greenville  News,  a  division  of  Gan¬ 
nett  Company,  seeks  a  dynamic  candi¬ 
date  to  join  our  circulation  team. 

The  ideal  candidate  must  have  strong 
management  and  leadership 
capabilities  with  demonstrated  success 
in  identifying  and  develaping  suc¬ 
cessful  single  copy  growth  strategies, 
hove  the  ability  to  establish  and  meet 
sales  goals,  and  ta  identify,  recruit  and 
train  top  performers. 

Reporting  directly  to  the  vice  president 
of  circulation,  this  condidate  must  have 
proven  experience  as  an  organized 
self-starter,  ability  to  increase  and  max¬ 
imize  single  copy  sales,  ability  to  ana¬ 
lyze  ancT  utilize  market  research  and 
excellent  verbal  and  written  communi¬ 
cations. 

In  exchange  for  these  skills  and  experi¬ 
ence,  we  offer  a  challenging  and 
rewarding  work  environment,  a  com¬ 
petitive  compensation  and  benefits 
package  and  the  opportunity  to  join  an 
exciting  and  successful  team. 

Please  send  or  fax  your  resume  to: 

The  Greenville  News 
Human  Resources 
305  South  Main  Street 
Greenville,  SC  29602 
Fax:  (864)  298-4063 


Some  things  have  to  be  believed  to  be 
seen 

Ralph  Hodgson 


_ CIRCULATION _ 

SINGLE  COPY  RETAIL  MARKETING 
MANAGER 

Indianapolis  Newspapers  has  an 
immediate  sales  employment  in  our 
Circulation  Department.  We  are  seek¬ 
ing  a  qualified  candidate  to  fill  Single 
Copy  Retail  Marketing  Manager  posi¬ 
tion. 

The  Single  Copy  Retail  Marketing 
Manager  position  is  responsible  for 
creating,  developing  and  implementing 
circulation  marketing  initiatives  that 
grow  both  circulation  and  revenue. 
This  manager  will  work  closely  with 
major  retail  accounts  to  establish  long¬ 
standing  relationships  in  hotel  and 
food  chains,  apartment  complexes  and 
retail  stores.  The  manager  will  also 
have  goals  and  objectives  tied  to 
special  event  sales  and  responsible  for 
organizing  sales  for  both  annual  and 
one-time  events. 

This  position  requires  the  following 
qualifications  and  experiences: 

•A  minimum  of  2  years  of  management 
experience. 

•Previous  circulation  management 
experience  is  a  plus. 

•Energetic,  enthusiastic  and  possess 
previous  sales  experience  with  the 
ability  of  emphasizing  customer  ser¬ 
vices  as  a  high  priority. 

•Excellent  written  and  oral  communica¬ 
tion  skills. 

•Ability  to  work  independently. 
•Proficient  skills  in  word  processing 
and  spreadsheet. 

•Ability  to  work  a  flexible  schedule  that 
includes  weekends. 

Indianapolis  Newspapers  offers  on 
attractive  benefits  package  to  include 
medical,  dental,  vision  coverage,  a 
pension  plan  and  a  401  (k)  program. 

Interested  candidates  should  submit  a 
resume  with  a  cover  letter  identifying 
this  position,  salary  history  and 
references  to: 

Human  Resources 
The  Indianapolis  Star 
307  N.  Pennsylvania  Street 
Indianapolis,  IN  46204 

Equal  Opportunity  Employer  That 
Values  Diversity 


THE  SARASOTA  HERALD  TRIBUNE,  a 
New  York  Times  company,  has  an 
opening  for  a  “single  copy”  District 
Manager.  The  ideal  candidate  will 
possess  at  least  two  years  in  newspa¬ 
per  circulation,  and  the  initiative, 
motivation,  and  leadership  qualities,  to 
manage  an  “independent”  carrier 
force.  Responsibilities  will  include, 
sales,  recruitment,  and  marketing. 
“Bellatrix”  experience  is  a  plus. 

Please  mail  or  fax  resume  and  salary 
history  to: 

Frank  Shipman 
The  Sarasota  Herald  Tribune 
801  S.  Tamiami  Trail 
Sarasota,  FL  34236 
Fax  (941)957-5351 


EDITORIAL 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


PLEASE  NOTE: 

Starting  November  15,  1999 

Editor  &  Publisher  Classified  Advertising 

1.  Will  be  at  a  new  address 

Send  all  regular  mail  correspondence  to: 

Editor  &  Publisher  Classified  Advertising 

'  1515  Broadway,  12th  Floor 
New  York,  NY  10036 

2.  Will  have  new  Phone  &  Fax  #s 

Phone:  (888)  825-9149 
Fax:  (212)  536-8800 
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HELP  WANTED 


_ EDITORIAL _ 

AUTOMOTIVE  EDITOR.  Help  launch 
fhe  web's  No.  1  aulo  service  sife.  Hir¬ 
ing  an  Associafe  Edifor  who  can  disfill 
automotive  news  and  content  to  make 
us  the  top  portal  for  auto  aftermarket. 
Saloy,  benfits,  options  -  join  the  cutting 
edge!  For  more  and  to  apply,  go  to: 
http://www.icarumba.com/jobs 


AWARD-WINNING  Rural  Electrifica¬ 
tion  Magazine  seeks  a  Writer/Editor 
to:  write  features  and  “shorts”;  edit 
departments;  supervise  freelance 
writers.  The  successful  candidate  will 
have  5  years  magazine  experience 
and  top-notch  reporting,  writing  and 
editing  instincts  and  skills.  Must  be  will¬ 
ing  to  learn  about  the  electric  utility 
industry  and  adapt  your  journalistic 
know-how  to  an  association  environ¬ 
ment.  Send  cover  letter  and  resume  to 
JHA,  HR  11-141,  National  Rural 
Electric  Cooperotive  Association,  4301 
Wilson  Boulevard,  Arlington,  VA 
22203  or  Fax  to  (703)  907-5528,  or 
apply  online  at  www.nreca.org 
EOE/AA/MFDV 

AWARD-WINNING  UPSTATE  New 
York  sports  section  has  an  opening  for 
a  sportswriter/copy  editor.  This  is 
primarily  a  writing  position,  but  appli¬ 
cants  must  have  some  aptitude  for 
page  design.  Send  resumes/clips  to 
Sports  Editor  Greg  Brownell,  The  Post- 
Star,  RO.  Box  2127,  Glens  Falls,  NY 
12801. 

AWARD-WINNING  fast-growing 
alternative  weekly  seeks  an  editor/ 
writer  with  hard  news  experience  and 
a  flair  for  feature  writing.  Local  roots 
preferred.  Need  clips  ASAP.  Call 
(205)  322-2426  ext  338 

BAHLE  IN  SEAHLE 

The  Seattle  Times  is  gearing  up  for  its 
move  to  AM  publication  and  is 
searching  for  sports  copy  editors/ 
designers  to  complete  fhe  team.  We 
will  be  recruiting  to  h'll  three  positions 
by  the  end  of  the  year:  one  will  be 
primarily  a  page  designer;  one  will  be 
a  utility  player  who  is  an  accomplished 
word  editor  and  interested  in  backup 
slot  duly;  and  the  third  opening  will  be 
for  a  three-year  intern  who  would  like 
to  learn  in  an  energized,  creative 
atmosphere.  We're  looking  for  people 
who  are  decisive  on  deadline,  hove  a 
strong  sports  knowledge  base  and 
want  to  join  a  talented,  mativated  copy 
desk  that  will  make  us  one  of  the  best 
AM  sections  in  the  country.  Send  your 
resume,  any  relevant  samples  of  your 
work,  and  a  letter  expressing  your 
specific  interest  to  Cathy  Henkel,  sports 
editor.  The  Seattle  Times,  1 1 20  John 
Street,  Seattle,  WA  98109. 

Faith  IS  to  believe  what  we  da  not  see; 
the  reward  of  this  faith  is  to  see  what  we 
believe 

Saint  Augustine 


i _ EDITORIAL _ 

i  BUSINESS  EDITOR/REPORTER  for 
Bonita  Banner,  a  30,000  circulation 
twice-weekly,  and  the  Naples  Daily 
News,  a  5(J,000  circulation  daily  on 
Florida's  Gulf  Coast.  Both  papers  are 
consistently  rated  as  among  the  best  in 
I  the  state.  Successful  applicant  will 
I  cover  breaking  news,  spotlight  trends 
I  and  dissect  issues  for  the  front  page 
and  local  section  as  well  as  for  busi¬ 
ness.  Southwest  Florida  is  one  of  the 
[  fastest  growing  areas  in  the  country;  if 
you  can't  find  good  stories  here,  you're 
not  trying.  Send  resume,  clips  to  Todd 
i  Pratt,  RO.  Box  40,  Bonita  Springs,  FL 
!  34133. 

i  - 

I  BUSINESS  EDITOR/WRITER:  The 
I  Gainesville  (FL)  Sun  is  looking  for  a 
j  dynamic  editor/writer.  REPORTER: 
We're  looking  for  an  experienced 
reporter  who  can  apply  investigative 
1  and  feature-writing  skills  to  coverage 
j  of  the  area's  No.  1  issue:  schools.  The 
j  Sun  is  a  56,000  circulation  daily,  part 
of  The  New  York  Times  Regional 
Newspaper  group.  Please  send 
resumes  to  Jacki  Levine,  The 
Gainesville  Sun,  P.O.  Box  147147, 
Gainesville,  FL  32614-7147; 

E-mail  levinej@gvillesun.com 
!  Or  call  (352)  374-5040 


j  BUSINESS  EDITOR/WRITER 

i  We're  making  it  our  business  to  cover 
i  business  in  Virginia's  fast-growing 
j  northern  Shenandoah  Valley  with  our 
j  award-winning  pages.  We  want  a 
creative  editor  who  has  strong  writing 
I  skills.  Competitive  salary.  We're  PM  five 
i  days  a  week,  AM  on  Saturday,  going 
I  all  AM  in  April  2000.  Resume,  clips  to 
!  Ron  Morris,  managing  editor.  The 
Winchester  Star,  2  N.  Kent  Street, 
Winchester,  VA  22601 .  E-mail: 
news@winchesterstor.com 


]  _ EDITORIAL _ 

I  CITY  EDITOR.  The  Advocate,  a  grow- 
I  ing  23,000  circ.  daily  in  Newark,  OH, 
i  seeks  a  top  notch  city  editor  to  help 
move  our  newspaper  forward.  Our  suc¬ 
cess,  as  a  winner  of  the  1 998  General 
Excellence  Award  for  Ohio,  has  meant 
advancements  for  our  staff.  The  suc¬ 
cessful  candidate  will  be  able  to  work 
well  with  reporters  including  story 
development,  coaching  and  polishing 
final  copy.  Must  understand  local  news 
and  believe  in  serving  readers  first. 

J  Must  understand  libel,  journalistic 
ethics  and  demands  of  fairness.  Must 
have  a  college  degree  or  equivolent 
I  experience  and  be  able  to  demonstrate 
I  leadership.  The  Advocate,  located  near 
j  Columbus,  is  part  of  the  Thomson  Cen- 
j  tral  Ohio  group.  We  offer  above  aver- 
j  age  salary  and  benefits  and  outstand¬ 
ing  training  and  promotional  opportu¬ 
nities.  Send  resume  and  caver  letter  to 
Charles  Gates,  managing  editor.  The 
Advocate,  22  N.  First  St.,  Newark,  OH 
43055  or  E-mail 

charles.gates@thomnews.com 

CITY  EDITOR 

I  Are  you  a  leader  who  excels  at 
coaching  and  inspiring  others?  Con¬ 
sidering  joining  the  team  af  The  Times 
Argus,  the  New  England  Newspaper 
Association  Newspaper  of  the  Year. 
Yau  will  be  charged  with  directing  all 
facets  of  our  local  news  coverage. 
Paginafian  skills  will  be  helpful.  We 
offer  competitive  salary  and  benefits. 
Send  resume  to: 

Scott  Fletcher 
The  Times  Argus 

P.O.  Box  707 
Barre,  VT  05641 


_ EDITORIAL _  I 

COPY  EDITOR  —  Come  to  one  of 
America's  most  beautiful  places  - 
Hilton  Head  Island 

The  Island  Packet,  a  McClotchy-owned 
daily  newspaper,  is  seeking  a  copy 
editor.  We're  interested  in  candidates 
who  can  aggressively  handle  copy, 
spot  holes  and  inconsistencies  in 
stories,  write  headlines  that  are  clear 
and  crisp,  and  design  pages  creatively. 
Knowledge  of  QuarkXPress  is  a  plus. 

The  McClatchy  Co.,  the  nation's  eighth 
lorgest  newspaper  group,  emphasizes 
hi^  journalistic  standards.  Other 
papers  in  the  group  include  The  Sacra¬ 
mento  Bee,  The  Raleigh  News  & 
Observer  and  The  Minneapolis  Star- 
Tribune.  Serxl  cover  letter  and  resume 
to  Fitz  AAcAden,  executive  editor,  P.O. 

Box  5727,  Hilton  Head  Island,  SC 
29938,  Fax:  (843)  842-8314 
E-mail:  fmcaden@islandpacket.com 


COPY  EDITOR  -  Position  readvertised. 
Seven-day  daily  in  the  heart  of  Grand 
Canyon  Count^  seeks  team  player  to 
paginate  local  and  wire  pages  and 
design  specials.  WeekencT  shifts, 
QuarkXPress,  experience  on  big 
weekly  or  college  paper  requirecT 
Send  clips,  resume  and  cover  letter  to 
Randy  Wilson,  ME,  Arizona  Daily  Sun, 
1751  So.  Thompson  St.,  Flagstaff,  AZ 
86001 .  Must  be  available  by  Dec  1 . 

COPY  EDITOR  NEEDED.  The  Monitor, 
a  fast-growing  daily  in  South  Texas, 
has  an  opening  for  a  cc^y  editor.  This 
copy  desk  position  requires  a  journal¬ 
ism  background,  page  layout  and 
pagination  skills  (preferably  in  QuarkX- 
r’ress),  versatility,  the  ability  to  spot 
errors  of  all  kinds  in  copy,  and  the 
ability  to  write  headlines  for  all  kinds 
of  stories.  Reply  with  resume  and  pub¬ 
lished  writing  samples  to  Managing 
Editor  Paul  Binz,  The  Manitor,  P.O. 
Box  1 578,  McAllen,  TX  78505. 


BUSINESS  INTELLIGENCE  FIRM  seeks  [  EDITORIAL  EDITORIAL 

experienced  researchers  and  writers  - 

for  competitive  intelligence,  due 
diligence  and  litigatian  suppart  pro¬ 
jects.  Proficiency  with  Lexis-Nexis,  as  | 
well  as  detailed  knowledge  of  the  pub¬ 
lic  record  review  and  collection  process 
are  required.  Strong  writing  skills  are 
essential.  Send  resume  to  CIS,  Inc., 

1440  New  York  Avenue,  NW,  Suite 
400,  Washington,  DC  20005. 

BUSINESS  WRITER  -  Motivated, 
aggressive  team  player  ta  cover 
technology,  finance,  utilities,  GA  at 
growing  PM  daily  in  desirable  Big  Ten 
!  university  town.  Great  business  climate 
-  healthy,  growing  economy, 
enthusiastic,  sophisticated  audience. 

Apply  with  letter,  resume  and  samples 
or  local  business  coverage  to  Metro 
Editor  Rich  Fitzgerald,  The  Ann  Arbor 
News,  P.O.  Box  1 1 47,  Ann  Arbor,  Ml  ! 

48106-1147  by  Nov  5.  The  News  is  j 
on  equal  opportunity  employer.  | 

CAN  YOU  PARACHUTE  into  a  com-  j 
plicated  issues  piece  one  day,  and  then  j 
ride  herd  on  a  breaking  disaster  story 
the  next?  Can  you  write  clearly  and  com-  [ 
pellingly  about  almost  anything?  If  you  i 
are  a  well-rounded  and  well-grounded 
general  assignment  reporter,  this  1 
1(X)K-f  paper  in  the  Southwest  wants  ' 
you.  Send  cover,  resume  and  clips  | 
showing  deadline  and  enterprise  work  j 
j  to  Box  08962,  Editor  &  Publisher.  | 


Phoenix 

dynamic  arts  and 
features  editor  to 

manage  its  176-page  flagship  news 
and  entertainment  weekly  (132,000 
circulation).  The  managing  editor  works 
directly  with  writers  to  help  shape  local 
arts  coverage  and  to  edit  magazine-length 
feature  stories.  The  managing  editor  also 
supervises  the  day-to-day  operations  of  the 
editorial  department.  Fine  writing  and 
editing  skills  are  a  must;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  wwwLnewtimes.(X)m. 
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HELP  WANTED 

EDITORIAL 

COPY  EDITOR.  The  Gallup  Indepen-  i 
dent,  which  covers  western  New  Mex¬ 
ico  and  eastern  Arizona,  one  of  the 
most  exciting  journalistic  areas  in  the  ' 
United  States,  is  looking  for  a  copy 
editor— someone  who  knows  AP  style 
and  can  design  pages.  Gallup  is  a 
small  town,  located  in  gorgeous  high- 
desert  country,  adjacent  to  Indian 
reservations.  Will  consider  recent 
grads.  Send  resume,  clips  and 
references  to  Managing  Editor,  Gallup 
Independent,  P.O.  Box  1210,  Gallup, 
NM  87305.  Call  (505)  863-681 1  or 
gallpind@cia-g.com 

COPY  EDITOR/PAGE  DESIGNER 
The  Tallahassee  Democrat  needs  copy 
editors/designers.  Pagination  experi¬ 
ence  preferrM.  Send  dips  and  resume 
to  Janie  Nelson,  Tallahassee  Democrat, 
277  N.  Magnolia,  Tallahassee,  FL 
32301 .  Fax  (850)  599-2295.  E-mail; 
jnelson@faldem.com 

COPY  EDITOR/PAGINATOR 

The  Patriot-News  in  Harrisburg,  PA, 
(102,000  daily/ 1 60,(X)0  Sunday)  is 
seeking  a  copy  editor/paginator. 

The  position  requires  editing  local  and 
wire  copy  with  a  view  toward  backup 
wire  desk  responsibilities.  Layout,  j 
pagination  and  copy-editing  experi-  j 
ence  is  necessary. 

Pagination  duties  include  designing 
and  paginating  local  section  fronts, 
local  inside  pages,  and  from  time  to 
time,  wire  pages  and  page  1.  Copy-  i 
editing  duties  include  editing  stories  for  i 
style  and  comprehensiveness,  plus  ! 
headline  and  phato  captian  writing.  ! 

Candidates  should  have  a  strong  back¬ 
ground  in  copy  editing  and  headline 
writing  as  welf  as  praven  layout  skills. 

Please  send  resume  and  clips  ta  Bob 
Vucic,  executive  news  editor.  The  ' 
Patriot-News,  P.O.  Box  2265,  Har¬ 
risburg,  PA  17101 . 

EDITORIAL 

I  Journalism  I 


Intelligent 


Req.  3-5  yrs  prof  journalism  j 
exp,  a  "nose  for  news", per-  ! 
sistence,  initiative,  resource¬ 
fulness,  &  emotional  stabil¬ 
ity  to  deal  with  pressing 
deadlines.  Fax  or  email 
resume,  including  ref  code 
SR  to:  (561)  625-4540  or  I 
resume@bankrate.com.  i 

Intelligent  Life  is  an  ! 

equal  opportunity  employer. 


_ EDITORIAL _ 

COPY  EDITORS 

Orlando,  FL-based  GOLFWEEK,  the 
national  leader  in  cavering  all  facets  of 
competitive  golf  and  the  golf  business, 
soon  will  have  apenings  far  copy 
editors.  Candidates  must  be  committed 
to  accuracy  and  uncluttered  writing; 
demanstrate  versatility  and  savvy  news 
judgment;  and  have  a  knack  for  cajol¬ 
ing  the  best  from  reporters.  Fast-paced 
positians  require  at  least  3  years  daily 
newspaper  experience,  working 
knowledge  of  golf,  and  QuarkXPress 
layout  skills.  Competitive  salary  and 
benefits;  EOE.  Send  cover  letter  and 
resume  to  Dave  Seanor,  editor, 
GOLFWEEK,  7657  Commerce  Center 
Drive,  Orlando,  FL  32819  or  E-mail: 
dseanor@golfweek.com 

COPY  EDITOR 

Wanted:  Copy  editor  with  a  flair  for 
headline  writing,  eye  for  details,  talent 
for  page  layaut  and  knowledge  of  -  or 
willingness  to  learn  —  QuarkXPress 
and  Photoshop.  Resume  to  Jay  Rees. 

WRITERS 

Want  to  write  about  money  and  power 
in  South  Florida?  Award-winning  jour¬ 
nalism.  Excellent  pay.  Clips,  resume  ta 
Jackie  Bueno  Sousa. 

EDITOR 

Miami-based  business  daily  seeks  sea¬ 
soned  pro  to  take  charge  af  new  pub¬ 
lications  covering  the  legal  profession 
and  the  real  estate  industry.  Clips  and 
resume  to  Jackie  Bueno  Sousa. 

Send  responses  to  Miami  Daily  Busi¬ 
ness  Review,  One  SE  Third  Avenue, 
#900,  Miami,  FL  33 1 3 1 . 

DESIGN 

Copley  Chicago  Newspapers  has  both 
management  and  staff-level  openings 
on  the  central  desk  to  design  our  four 
daily  papers.  Winners  of  23  SND 
awards  in  the  last  two  years,  we're 
looking  for  bright  journalists  who  care 
about  now  information  is  presented.  Be 
well  versed  in  QuarkXPress,  Photoshop 
and  either  Illustrator  or  Freehand.  Send 
a  letter,  resume  and  samples  of  your 
work  to  Jim  King,  design  manager, 
Copley  Newspapers,  101  S.  River 
Street,  Aurora,  IL  60506  or  fax  them  to 
(630)  801-5480  or  E-mail  to: 
jim.king@exchange.copleypress.com 

EDITOR  IN  CHIEF 

Directs  editorial  staff  of  20.  Sets 
editorial  policy  and  direction  for  6  com¬ 
puter  related  publications.  With  pub¬ 
lication  editors  plans  long-range 
editorial  content  and  balance.  Must 
have  8-1-  years  progressive  experience 
as  editor  of  a  technical  magazine. 
Great  San  Diego  location,  compensa¬ 
tion/benefits.  Fax  resume  to  HR: 

(760)  931-9935 

EDITOR  needed  for  building-related 
monthly  regional  trade  newspaper 
based  in  Los  Angles  area.  Write  and 
edit  news,  features,  etc.,  some  travel, 
layout  pages  using  QuarkXPress  with 
help  from  art  department.  Fax  resume 
and  two  samples  to  Publisher,  at  (818) 
848- 1 306.  Surf  on  our  web  site  at: 
www.hvacrnews.com 


_ EDITORIAL _ 

EDITOR,  ASSISTANT  NEWS 
Knight  Ridder/Tribune  News  Service, 
an  international  wire  service,  has  an 
j  opening  for  an  assistant  news  editor  to 
!  help  gather,  select  and  edit  stories  for 
I  transmission  to  client  newspapers.  This 
j  is  a  nan-supervisory  position  involving 
,  rim  and  slot  editing  as  well  as  tele¬ 
hone  communication  with  the  News 
ervice's  contributing  and  subscribing 
j  newspopers. 

I  The  successful  candidate  will  have  at 
least  three  years  of  daily  newspaper 
!  editing  experience  or  its  equivalent, 

:  including  copy-editor  and  wire-editar 
work;  good  news  judgment;  knowledge 
of  current  events  ana  AP  style;  strong 
I  computer  skills,  including  Internet  e)^- 
1  rience;  and  superior  people  skills.  Eve- 
I  ning  and  weekend  work  is  required. 

I  Candidates  should  send  a  cover  letter 
and  resume  to  Fred  Povey,  managing 
:  editor,  KRT  News  Service,  Department 
ANE5,  790  Natianal  Press  Building, 
Washington,  DC  20045,  or  send 
E-mail  ta  fpovey@krtinfo.com  EOE 

EDITOR/NIGHT  DESK 

i  Versatile  editor  needed  for  fast-paced 
1  night  desk  on  50,000-circulation  daily 
!  in  metropolitan  New  Jersey/New  York 
area.  Candidates  should  nave  layout 
and  design,  pagination,  copy  reading 
\  and  story  editing  experience.  Spanish 
'  speaking  a  plus.  $44K.  Send  resume, 
i  cover  letter  and  samples  of  your  work 
'  to  Box  08961 ,  Editor  &  Publisher. _ 

!  EDITOR/WRITER 

Edit  and  write  departments  and 
features,  coordinate  editorial  and  print 
production,  for  monthly  oil  industry 
trade  magazine.  Journalism  or  busi- 
1  ness  writing  experience  required, 
j  Salary  $35,000  to  $40,000  plus  bene- 
I  fits.  Suburban  Washington  DC  loca- 
j  tion.  Resume  and  cover  letter  to  LNG 
<  Publishing  Company  Inc.,  6105-G  Arl¬ 
ington  Blvd.,  Falls  Cnurch,  VA  22044. 

Fax:  (703)  536-0803 

EDITOR:  Provo,  Utah  daily  seeking 
seasoned,  aggressive  news  pro¬ 
fessional  or  top  newsroom  slot. 
Applicant  must  have  strong  lead- 
i  ership,  motivational  and  training  skills. 

I  Job  requires  organizational  ability, 

^  writing,  editing,  news  judgment,  legal 
j  and  page  design  proficiency. 
Understanding  of  page  flow  and 
deadline  management  essential.  Com¬ 
petitive  compensation  and  benefit 
package  in  excellent  work  and  com- 
j  munity  environment  for  a  Pulitzer  Com- 
j  munity  Newspaper  property.  We're 
j  primed  for  success  in  a  terrific  growth 
;  market.  Be  part  of  the  action  for  a 
great  newspaper  company  in  one  of 
America's  most  livable  cities.  Send 
cover  letter  and  resume  to  Publisher 
Kirk  Parkinson,  The  Daily  Herald,  P.O. 
Box  71 7,  Provo,  UT  84603  or  fax: 

^  (801)344-2982 

i  EDITOR:  The  Free  Press  seeks  a  leader 
I  to  further  the  award-winning  work  of 
I  our  13,000  circulation  daily.  Beyond 
the  day-to-day  newsroam  manage- 
,  ment,  the  candidate  must  be  a  mentor 
1  to  an  eager  staff,  provide  community 
j  journalism  and  write  local  editorials, 
j  Ideal  applicant  will  have  a  B.S./B.A. 
degree,  prior  experience  as  a 
newsroom  leader  and  strong  personnel 
,  skills.  We  are  a  Freedom  newspaper 
!  located  in  a  friendly  community  about 
j  an  hour  from  the  coast.  Send  resume, 
cover  letter  and  salary  requirements  to 
I  Vernon  L.  DeBolt,  publisher.  The  Free 
!  Press,  P.O.  Box  129,  Kinston,  NC 
28502. 


_ EDITORIAL _ 

EDITORIAL  WRITER 

DOES  DOONESBURY  KNOW  SEAT- 
[  TLE?  No,  but  we  do.  The  Seattle  Times 
is  looking  for  an  editorial  writer  to  join 
i  a  staff  of  pragmatic  problem-solvers 
who  love  to  write,  love  to  report  and 
love  to  share  our  opinions  with  a  city 
on  the  edge.  Join  the  editorial  staff  in  a 
region  brimming  with  fresh  ideas  by 
showing  us  how  well  you  craft  your 
thoughts  and  how  your  preparation  as 
a  reporter,  policy  wonk  or  editorial 
writer  can  create  positive  change.  Min¬ 
imum  five  years'  professional  experi¬ 
ence  and  a  spirit  willing  to  try  some¬ 
thing  new  are  essential. 

To  apply,  please  submit  your  cover  let¬ 
ter  and  resume  via  The  Seattle  Times 
On-line  Resume  Taol  at  http:// 
restracl /wenjore/cp,/seatimes  or  E- 
mail  it  to  seatimes@rpc.webhire.com 
And  then  send  a  hard  copy  with  sam¬ 
ples  af  published  work  to  Patricia 
Faote,  assistant  managing  editor/ 
hiring.  The  Seattle  Times,  P.O.  Box  70, 
Seattle,  WA  981 1 1 . 

To  ensure  priority  processing  of  your 
i  resume,  please  be  sure  ta  reference  job 
■  source  code 

!  99-480/EDWRITER-News/PF 

EDITORIAL-PAGE  INTERN 

BREAK  INTO  THE  OPINION  BUSI¬ 
NESS.  Learn  the  opinion  side  of  the 
news  business  from  the  ground  floor  up 
at  The  Seattle  Times.  We  have  created 
J  a  three-year  internship  specifically  for 
!  a  beginning  journalist  who  aspires  to 
.  learn  the  craft  of  opinion  writing.  Start 
,  with  a  reporting  stint  on  the  metro 
j  desk,  spend  time  assisting  our  letters 
I  editor,  then  move  to  researching  and 
I  writing  editorials  for  the  Northwest's 
I  top  newspaper.  Experience  should 
;  include  college  or  community  newspa¬ 
per  work,  metro  internships  or  one  or 
two  years  on  small  daily  newspapers. 

j  To  apply,  please  submit  your  cover  let- 
j  ter  and  resume  via  The  Seattle  Times 
j  On-line  Resume  Tool  at  http:// 
restracl.webhire.com/seatimes  or  E- 
mail  it  to  seatimes@rpc.webhire.com 
And  then  send  a  hard  copy  with  sam¬ 
ples  of  published  work  to  Patricia 
'  Foote,  assistant  managing  editor/ 
i  hiring.  The  Seattle  Times,  P.O.  Box, 

I  Seattle,  WA  981 11. 

j  To  ensure  priority  processing  of  your 
resume,  please  be  sure  to  reference  job 
!  source  code: 

]  99-480/EDITINTERN-News/PF 

EDITORIAL 

REPORTER 

I 

Weekly  financial  newsletter  covering 
the  IPO  market  seeks  a  Reporter  with 
strong  news-gathering  skills.  Newspa¬ 
per  and  financial  background  a  plus 
j  but  not  required.  Send  resume  and 
I  clips  to  Box  SL,  The  IPO  Reporter, 

'  1 290  Avenue  of  the  Americas,  36th 
I  Floor,  New  York,  NY  10104. 

I  EOEM/F/D/V 
!  FAX:  (212)957-0420 
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HELP  WANTED 


_ EDITORIAL _ 

EDITORS  AND  WRITERS 
The  Potomac  News,  on  aggressive 
Northern  Virginia  doily  in  the  Medio 
General  chain,  has  the  following  open¬ 
ings. 

EDITORS:  night  news  editor,  assistant 
news  editor,  editorial  page  editor, 
night  copy  editor.  Positions  require  2-5 
years  experience  and  knowledge  of 
QuarkXPress. 

REPORTERS:  news,  sports  and  features. 
Sports  and  features  positions  require 
QuarkXPress  experience. 

Apply:  Ellen  Mitchell, 

Potomac  News,  P.O.  Box  2470, 
Woodbridge,  VA  22193 


ENVIRONMENTAL  REPORTER 

The  Birmingham  News,  Alabama's 
largest  newspaper,  is  looking  for  an 
experienced  reporter  to  take  over  the 
environmental  beat.  We're  looking  for 
someone  who  can  write  clear,  interest¬ 
ing  copy  on  deadline,  who  con  turn 
highly  technical  topics  into  compelling 
issues  pieces  and  who  knows  how  to 
turn  an  investigation  into  a  readable 
story.  As  with  all  positions  on  The 
News'  state  desk,  the  environmental 
reporter  also  will  be  called  on  for  gen¬ 
eral  assignment  duty,  including  cover¬ 
ing  breaking  news  and  writing  trend 
stories  from  throughout  the  state.  Five 
years  or  more  experience  preferred. 

Contact  Glenn  Stephens,  state  editor. 
The  Birmingham  News,  P.O.  Box 
2553,  Birmingham,  AL  35202. 

EXPERIENCED  COPY  EDITOR  and 
wneral  assignment  reporter  sought  for 
Delaware  daily.  Excellent  benefits  and 
generous  time  off  policies.  Send 
resume,  work  samples  to  Andrew 
West,  managing  editor,  Delaware 
State  News,  P.O.  Box  737,  Dover,  DE 
1 9903  or  E-mail  to 

awesl@newszap.com 


! _ EDITORIAL _ 

FEATURES  COPY  CHIEF 

The  Features  Department  at  The  Morn¬ 
ing  Call  has  an  opening  for  a  full-time 
1  Copy  Desk  Chief.  Creativity  coupled 
'  with  organization  and  precision.  Com- 
!  puter  savvy.  Great  collaboration  and 
I  communication  skills.  A  sense  of  style. 

I  Features  department  seeks  copy  chief 
I  to  supervise  and  coach  copy  desk,  and 
I  assist  the  features  editor  in  producing 
contemporary  and  compelling  sections. 
Responsible  for  deadline  oriented  edit- 
,  ing  ond  production  process  that  allows 
for  maximum  impact.  Unisys  pagina- 
j  tion,  3-5  years  experience  required. 

Send  resume  and  cover  letter  explain- 
I  ing  what  you  could  bring  to  an 
ambitious  Features  department  to  Linda 
O'Connell,  features  editor.  The  Morn- 
I  ing  Call,  P.O.  Box  1 260,  Allentown, 
PA  18105-1260. 

I  E-mail  linda.oconnell@mcall.com 

j  FLORIDA  METRO  DAILY  is  looking  for 
{  two  experienced,  talented  business 
reporters  to  cover  utilities  and  residen¬ 
tial  real  estate.  Send  your  five  best 
I  clips,  along  with  a  cover  letter  telling  us 
I  why  you're  the  best  candidate.  Include 
I  three  references  and  your  salary 
j  requirement  to  Box  08956,  Editor  & 

I  Publisher. 


GENERAL  ASSIGNMENT  REPORTER 


The  NewsTribune  is  a  mid-size,  Mon¬ 
day  thru  Saturday  PM,  located  about  1 
1/2  hours  from  Chicago,  midway 
between  Rockford  and  Peoria,  IL. 
Good  starting  salary  and  benefits. 
Family-owned  operation  in  which  your 
ideas  will  be  heard.  Ideal  candidate 
will  have  previous  newspaper  experi¬ 
ence  and  knowledge  of  local  gov¬ 
ernment.  Editing  and  layout  experience 
helpful.  Send  resume  and  clips  to  Joyce 
McCullough,  NewsTribune,  426  Sec¬ 
ond  Street,  La  Salle,  IL  61 301 . 


PLEASE  NOTE: 

Starting  November  15,  1999 

Editor  &  Publisher  Classified  Advertising 
1.  Will  be  at  a  new  address 

Send  all  regular  mail  correspondence  to: 
Editor  &  Publisher  Classified 
Advertising 

1515  Broadway,  12th  Floor 
New  York,  NY  10036 

2.  Will  have  new  Phone  &  Fax  #s 

Phone:  (888)  825-9149 
Fax:  (212)  536-8800 


I  _ EDITORIAL _ 

!  GRAPHIC  DESIGNER 

Seeking  a  creative  individual  eager  to 
j  work  in  a  highly  competitive  newspa- 
j  per  market.  Join  our  award-winning 
I  staff  at  the  recently  redesigned  Boston 
!  Herald.  Must  hove  experience  in  pub- 
I  lication  design.  Responsibilities  include 
creating  informational  graphics  and 
I  page  design.  Requires  working  on  a 
!  Mac  using  Freehand,  QuarkXPress  and 
Photoshop.  Illustrator,  Web  research 
I  and  newsgathering  skills  a  plus.  Please 
send  a  resume,  tearsheets  and  salary 
requirements  to  James  M.  Potter, 
deputy  managing  editor  for  production 
'  and  design,  Boston  Herald,  P.O.  Box 
j  2096,  Boston,  AAA  02106-2096.  Or 
I  E-mail  to  jpotter@bostonherold.com 


j  HIGHER  EDUCATION  REPORTER 
The  Tallahassee  Democrat,  a  Knight 
Ridder  newspaper,  is  looking  for  a 
reporter  to  cover  Florida  A&M  Univer- 
I  sily.  We're  looking  for  o  writer  who 
can  turn  in  crisp  copy  ond  who  is  able 
j  to  write  about  an)^ing  from  student 
life  to  financial  aid.  Send  clips  and 
resume  to  Janie  Nelson,  Tallahassee. 
Democrat,  277  N.  Magnolia  Drive., 
Tallahassee,  FL  32301 .  Fax  (850)  599- 
2295.  E-mail  jnelson@taldem.com 


I  lAAMEDIATE  OPENING  FOR  monaging 
I  editor  at  the  Arkansas  City  Traveler 
{  newspaper.  Layout  skills  a  must,  design 
!  skills  a  plus,  spelling/copy  editing  skills 
essential.  Ideal  applicant  should  be 
able  to  motivate  and  develop  five- 
person  staff.  Journalism/communications 
degree  plus  minimum  two  years 
reporting/photo  experience  preferred. 
Send  resume,  letter  of  application  and 
clips,  plus  salary  requirements  to  Kim 
j  Benedict,  Publisher,  P.O.  Box  988, 
I  Arkansas  City,  KS  67005. 


_ EDITORIAL _ 

JOB  OPENINGS 

We  are  a  seven-day  newspaper,  pub¬ 
lishing  morning  and  afternoon  editions 
AAondoy  through  Friday  and  combined 
editions  Saturday  and  Sunday  morn¬ 
ings. 

COPY  EDITOR 

We  are  seeking  a  copy  editor  who  is: 

•A  strong  headline  writer  with 
extensive  knowledge  of  style  and 
grammar. 

•Critical  thinker  who  isn't  afraid  to 
challenge  copy  and  who  can  spot 
holes  everyone  else  may  have  missed. 

•A  writer  who  can  turn  a  phrase  in  a 
story,  caption  or  headline. 

•Successful  candidate  also  will  be 
trained  as  wire  editor,  copy  chief  and 
paginotor. 

PAGE  DESIGNER 

The  ideal  candidate  knows  how  to  use 
photos  and  headlines  to  create 
dynamic  displays  and  is  capable  of 
thinking  about  content  in  conjunction 
with  page  layout.  QuarkXPress  profi¬ 
ciency  a  must,  ond  editing  and  writing 
skills  a  plus.  Work  assignments  could 
include  copy  editing. 

Send  cover  letter,  resume  and  samples 
to: 

Nicholas  S.  Yost 
News  Editor 
Reading  Eaqie-Times 
Box  582 

Reading,  PA  1 9603 


EDITORIAL 


EDITORIAL 


I  looking  for  an  Ft.  Lauderdale 

experienced  and 

dynamic  editor  to  manage  its  news  and 
entertainment  weekly  in  Ft.  Lauderdale.  This 
position  requires  a  solid  background  in  news 
I  and  superior  management  ability.  The 
j  managing  editor  works  directly  with  writers  to 
help  shape  local  news  coverage  and  to  edit 
magazine-length  stories.  The  managing  editor 
i  also  supervises  the  day-to-day  operations  of 
the  editorial  department.  Fine  writing  and 
I  editing  skills  are  essential;  the  interview 
I  process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should  send 
cover  letter,  resume  and  clips  to: 

I  Christine  Brennan 
I  Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
I  Denver,  CO  80217 
j  To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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HELP  WANTED 

EDITORIAL  _ EDITORIAL 


HEAD  LIBRARIAN 


The  Indianapolis  Star  has  an  immediate  full-time  employment  opportunity  !  j 
in  our  Newsroom.  Weareseekingaqualified  candidate  to  fill  a  Head  Librarian  !  j 
position  in  our  New'sroom  Library.  !  ! 


The  Head  Librarian  in  the  Newsroom  is  responsible  for  the  following: 

•  Guiding  and  approving  the  development  of  library  services  and 
policies. 

•  Develop  revenue  opportunities  and  participate  in  the  negotiation 
of  marketing  contracts. 

•  Manage  and  develop  library  staff. 

•  Develop  and  monitor  an  annual  budget. 

•  Evaluate,  implement  and  monitor  operation  of  library  systems  and 
equipment. 


The  idea!  candidate  must  have  proven  leadership  and  management 
skills,  excellent  verbal  and  written  communication  skills.  The  candidate  must 
be  proficient  with  MAC  and  PC.  Experience  with  online  commercial  services 
is  preferred. 

The  candidate  must  have  a  MLS  with  3  years  experience  in  a  media 
library  managem  =’nt  position. 

The  Star  offers  an  attractive  benefits  package  to  include  medical, 
dental,  vision  coverage,  a  pension  plan  and  a  401(k)  program. 

Interested  candidates  should  stop  by  our  Human  Resources  office  at 
307  N.  Pennsylvania  Street  between  8:30  a.m.  and  4:30  p.m.  Mon¬ 
day  through  Friday  to  complete  an  application  or  submit  a  resume 
with  cover  letter  identifying  this  position,  salary  history,  and  references  to: 

Employment 
The  Indianapolis  Star 
307  North  Pennsylvania  Street 
P.O.  Box  145 

Indianapolis,  IN  46204-0145 
Fax:  (317)633-9816 

Equal  Opportunity  Employer  that  values  Diversity 


PLEASE  NOTE: 

Starting  November  15,  1999 

Editor  &  Publisher  Classified  Advertising 


1.  Will  be  at  a  new  address 

Send  all  regular  mail  correspondence  to: 
Editor  &  Publisher  Classified 
Advertising 

1515  Broadway,  12th  Floor 
New  York,  NY  10036 

2.  Will  have  new  Phone  &  Fax  #s 

Phone:  (888)  825-9149 
Fax:  (212)  536-8800 


_ EDITORIAL _ 

JOURNALISTS  AND  CONTENT 
MANAGERS  to  work  in  Phoenix  for 
quepasa.com  Both  full  time  jobs 
require  fluency  in  Spanish  and  2+ 
years  related  experience.  High  visibility 
growth  opportunities.  Forward  E-mail 
with  job  code:  E&P  to  (602)  716- 
0200  (Fox)  or  jobs@quepasa.com 
www.quepasa.com 

KILLER  COPYWRITER  NEEDED.  Multi¬ 
title  publisher  seeks  writer  for  creative 
ad  copy  that  gets  results.  Heavy  client 
contact  via  phone.  Must  be  a  pro  and 
work  very  fast.  Linda  Smith  at: 

(800)  933-9449  ext  232  or 
Personnel@AgentMediaCorp.com 
Must  relocate  to  Clearwater,  FL 


LOCATED  ON  THE  west  coast  of  Flor¬ 
ida,  the  award-winning  Sun  Herald  is 
one  of  the  fastest-growing  papers  in 
the  country.  We  are  looking  for  an 
award-winning  weekly  news  reporter 
who  wants  to  step  up  to  a  mid-sized 
daily. 

We  are  looking  for  someone  who: 

*likes  competition 

•has  the  will  to  win 

•can't  stand  errors 

•is  never  satisfied  with  the  status  quo 

•has  strong  experience  coveiing  local 

government 

•has  the  ability  to  find  the  story  outside 
the  commission  chambers 
Send  resume  and  samples  of  work  to 
Chris  Porter,  Charlotte  Sun  Herald, 
23170  Horborview  Rood,  Charlotte 
Harbor,  FL  33980, 


MANAGING  EDITOR  needed  for 
oword-winning  twice-weekly  newspa¬ 
per  in  beautiful  mountain  resort  town 
of  Estes  Pork,  CO.  Resumes  to  Jim 
Cleary,  Estes  Pork  Troil-Gozette,  Box 
1701,  Estes  Pork,  CO  80517. 

Fox  (970)  586-9532 


MANAGING  EDITOR:  Greater 
Niagara  Newspapers,  o  cluster  of  four 
doily  newspapers  in  Western  New 
York,  is  looking  for  candidates  for  the 
top  newsroom  position  at  one  of  our 
newspapers.  We  ore  looking  for 
editors  who  con  motivate  staff,  improve 
our  reporters'  writing  and  mix  well 
with  the  community.  Here's  your 
opportunity  to  become  port  of  o  grow¬ 
ing  company  and  shape  the  strategies 
that  will  help  us  continue  to  thrive  in  o 
competitive  market.  Please  send 
resume  to  Don  Bowermon,  editor. 
Greater  Niagara  Newspapers,  MPO 
549,  Niagara  Foils,  NY  1 4302-0549. 


METRO  EDITOR 

The  Ann  Arbor  News  is  looking  for  o 
Metro  Editor  to  guide  our  local  cov¬ 
erage  in  o  great  news  town  that  also  is 
o  wonderful  place  to  live.  Candidates 
should  be  proven  leaders,  with 
excellent  news  judgment  and  strong 
organizational  skills.  We're  o  growing 
newspaper  and  our  focus  is  local  news. 
Management  experience  required. 
Send  resume  and  letter  that  details 
your  coverage  philosophy  and 
occomplishments  to  Ed  Petykiewicz, 
editor.  The  Ann  Arbor  News,  Box 
1  147,  340  E.  Huron  Street,  Ann 
Arbor,  Ml  48106-1 1 47.  We  ore  on 
Equal  Opportunity  Employer 

Managing  Editor,  UN  WIRE 
See  www.nationaljournal.com  for  job 
description,  how  to  apply. 


_ EDITORIAL _ 

NEW  JOBS  IN  SAN  ANTONIO! 

Our  newsroom  is  growing!  The  Son 
Antonio  Express-News  seeks  experi¬ 
enced  reporters,  copy  editors,  photo¬ 
graphers  and  designers  who  wont  to 
work  at  on  innovative,  exciting  news¬ 
paper  in  0  great  city.  All  applicants 
should  hove  nve  to  seven  years  experi¬ 
ence.  Send  inquiries  with  resume  and 
samples  of  your  work  to  Raul  Reyes, 
AME/News,  Son  Antonio  Express- 
News,  P.O.  Box  2171,  Son  Antonio, 
TX  78297, 


NEWS  EDITOR  for  85K/100K  doily  in 
Michigan's  Automation  Alley  •  the 
wealthy  auto  executive  suburbs  of 
Detroit.  Must  hove  at  least  5  years 
QuarkXPress  desk  experience.  Send  let¬ 
ter,  resume  to  Roger  Wingeloor,  AME, 
The  Oakland  Press,  48  W.  Huron,  Pon¬ 
tiac,  Ml  48342-2101. 


NEWS  EDITOR 

23,500  Zone  2  doily  seeks  news 
editor.  Coordinate  doily  pages  and 
special  sections;  guide  copy  desk  team; 
strong  writing,  grammar,  pagination 
skills.  Demonstrated  leadership  and 
organizational  skills  required.  Resume, 
3  sections  you  designed  and  cover  let¬ 
ter  to  Jim  Lee,  Carroll  County  Times, 
201  Railroad  Avenue,  Westminster, 
MD21157. 


NEWS  SYSTEMS  SEEKS  o  self-starter 
to  join  its  team  of  pagination  support 
specialists.  This  person  must 
understand  editorial  workflow  and  help 
guide  newsroom  technology.  Experi¬ 
ence  with  DT  software  o  plus.  Appli¬ 
cants  should  hove  good  people  skills 
and  excellent  communication  skills. 
Applicants  should  also  hove  on 
understanding  of  the  MAC  operating 
system  and  desktop  publishing  soft¬ 
ware.  Send  resume  to  Angela  Tuck, 
Atlanta  Journal-Constitution,  72 
Marietta  Street  NW,  Atlanta,  GA 
30303,  or  E-mail  atuck@ajc.com 


NIGHT  EDITOR 

Adaptable,  experienced  editor  for  city 
desk  of  o  mid-20,000  doily  in  Vir¬ 
ginia's  Shenandoah  Valley.  We  ore 
PM  five  days  o  week,  AM  on  Saturday, 
going  oil  AM  in  April  2000.  Looking 
for  hands-on  editor  with  on  eye  for 
detail.  Resume  to  Ron  Morris,  manag¬ 
ing  editor.  The  Winchester  Star,  2  N. 
Kent  Street,  Winchester,  VA  22601 . 
E-mail  news@winchesterstar.com 


PAGINATOR/COPY  EDITOR 
The  Tucson  Citizen  is  seeking 
poginotor/copy  editor  to  work  with  o 
variety  of  sections. 

The  position  requires  editing  copy,  with 
responsibilities  for  designing  and 
paginating  local  section  fronts,  and  on 
occasion  wire  pages  and  Page  One. 

Candidates  should  hove  doily  newspa¬ 
per  experience  in  copy  editing, 
headline  writing  and  compiling  wire 
budgets,  os  well  os  strong  layout  skills. 

Please  send  resume,  clips  and/or  PDF 
files  to  Michael  Limon,  managing 
editor,  Tucson  Citizen,  P.O.  Box 
26767,  Tucson,  AZ  85726-6767. 

E-mail  is  mlimon@tucsoncitizen.com 
Web  www.tucsoncitizen.com 
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_ EDITORIAL _ 

OPUS  COMMUNICATION,  is  a  pub¬ 
lisher  of  information  resources  for  the 
health  core  industry.  The  Company 
produces  a  variety  of  products  and 
services  including  newsletters,  books, 
seminars,  videos,  consulting  services 
and  an  exciting  network  of  vertical 
niche  e-commerce  Web  sites. 

REPORTERS/EDITORS 
Experienced  journalists  (1-3  years). 
Write  and  manage  editorial  content  of 
established  health  care  newsletters. 
Develop  contacts  for  stories,  interview 
sources,  write  articles,  and  deliver 
quality.  Proven  talent  in  reporting  and 
writing  a  must.  6.S.  in  iournalsim  or 
equivalent.  Experience  in  health  care  a 
big  plus,  but  not  required.  Code:  RE. 
Send  resume,  writing  samples,  salary 
requirements  to  Human  Resources, 
Opus  Communications,  P.O.  Box 
1 1 68,  Marblehead,  MA  01 945. 

Fox  (781 1639-7857 
E-mail:  careers@opuscomm.com 

PART-TIME  PAGE  DESIGNER.  Knowl¬ 
edge  of  QuarkXPress,  Photoshop 
neraed  for  deadline  work.  Weekends 
and  nights.  Send  resumes  to  Jim 
Pitrone,  Bucks  County  Courier  Times, 
8400  Rt.  1 3,  Levittown,  PA  1 9057. 


PRAGUE-BASED  BUSINESS  WEEKLY 
seeks  qualified  applicants  for  monog- 
ing  editor  position.  Open  immediately. 
Strong  copy  editing  skills  a  must. 
Respond  to  Andrew  Heil,  editor, 
Prague  Business  Journal,  Sokolska  22, 
1 20  00  Prague  2,  Czech  Republic. 
Phone  01 1  -4202-2426-1360  or 
E-mail  aheil@pbj.cz 


PUBUCATIONS  EDITOR 
The  Savannah  College  of  Art  and 
Design  seeks  a  publications  editor. 
Excellent  feature  writing,  editing  and 
proofreading  skills  required.  Web  writ¬ 
ing  experience  a  plus.  Bachelor's 
degree,  publication  experience  and 
knowledge  of  AP  style  required,  as  well 
as  ability  to  work  effectively  with  a 
creative  team  of  designers  and  photo¬ 
graphers  to  meet  deadlines. 

To  apply,  please  send  a  cover  letter, 
resume,  and  three  references  to  Human 
Resources,  Savannah  College  of  Art 
and  Design,  P.O.  Box  3146,  Savan¬ 
nah,  Ga  31402,  or  fax  to  (912)  525- 
5222  or  E-mail  to  scadhr@scad.edu 
The  Savannah  College  of  Art  and 
Design  is  a  private,  non-profit,  co¬ 
educational,  accredited  institution  of 
higher  education  that  confers 
Bachelor's  and  Master's  degrees  in  18 
majors.  The  college  does  not  dis¬ 
criminate  on  the  basis  of  roce,  color, 
national  or  ethnic  origin,  religion,  age, 
sex,  handicap  or  marital  status. 
Women  and  minorities  are 
encouraged  to  apply.  AA/EOE 

REPORTER  AND  COPY  EDITOR 
needed  for  fiercely  competitive,  quoli- 
ly-driven  24K  daily  in  NW  Ohio.  Be 
part  of  a  talented  team  looking  for  new 
ideas  to  ensure  the  best  newspaper 
gets  to  our  readers.  Self-starters  look¬ 
ing  for  a  new  chollenge,  professional 
growth  and  fun  send  resumes  to  T. 
Franko,  The  Register,  314  W.  Market 
Street,  Sandusky,  OH  44870  or: 
taddfranko@sanduskyregisler.com 


_ EDITORIAL _ 

REPORTER 

Growing  daily  newspaper  looking  for 
experienced  reporter  who  can  cover 
the  Shenandoah  Valley's  most  vibrant 
area.  We're  looking  for  someone  who 
can  report  on  government  without 
becoming  a  bureaucrat.  Competitive 
salary.  Resume,  clips  to  Ron  Morris, 
monaging  editor.  The  Winchester  Star, 
2  N.  Kent  Street,  Winchester,  VA 
22601 .  E-mail: 

news@winchesterstar.com 


REPORTER 

Immediate  opening  at  13,000  circula¬ 
tion  daily  on  the  beautiful  southeastern 
seaboard.  Ideal  candidate  will  be  look¬ 
ing  to  cover  hard  news,  work  a  beat, 
and  handle  some  general  assignment 
work.  One  year  professional  experi- 
;  ence  preferred,  but  sharp  recent  jour- 
I  nalism  graduate  welcome.  Join  our 
I  teom  and  be  only  3  hours  from  Wash- 
I  ingtan  D.C.  Send  your  resume  along 
with  clips  to  Ronnie  Elell,  Daily  Heralcl, 
P.O.  Box  520,  Roanoke  Rapids,  NC 
27870  or  Fax  to  (252)  537-2314. 


REPORTERS.  The  Gallup  Independent, 
which  covers  western  New  Mexico  and 
eastern  Arizona,  one  of  the  most  excit¬ 
ing  journalistic  areas  in  the  United 
I  States,  is  looking  for  two  reporters. 
One  will  cover  Gallup  city  hall;  the 
other,  the  city  of  Grants,  NM.  Gallup 
and  Grants  are  small  towns,  located  in 
gorgeous  high-desert  country,  adjacent 
;  to  Indian  reservations.  Will  consider 
recent  grods.  Send  resume,  clips  and 
references  to  Managing  Editor,  Gallup 
Independent,  P.O.  Box  1210,  Gallup, 
I  NM  87305  or  gallpind@cia-g.com 


REPORTER 

The  Register-Guard  in  Eugene,  OR, 
78,000-circulation,  has  an  immediate 
opening  for  a  reporter  to  cover  police 
and  crime  news.  We're  looking  for  a 
hard-working  and  enterprising  reporter 
who  can  plug  into  the  police  network 
I  and  respond  quickly  to  breaking  news 
j  and  tips.  Obje^ivity  and  an  open  mind 
I  are  crucial  in  this  diverse  coverage 
I  area  that  includes  an  active  police 
watchdog  group,  frequent  protesters 
and  a  Poe- 10  university  campus.  The 
I  reporter  also  will  do  perspective  and 
trend  pieces  that  offer  broader  context 
to  public  safety  and  community  polic¬ 
ing  issues  of  the  day.  Response  time, 
flexibility  and  productivity  are  keys. 
Detailed  information  available  at 
www.registerguard.com 
Submit  a  resume  ana  six  clips  by  Mon¬ 
day,  November  8,  1999  to  Police 
Reporter,  The  Register-Guard,  P.O. 
i  Box  10188,  Eugene,  OR  97440. 

1  An  Equal  Opportunity  Employer 

!  REPORTER 

*  The  Sanford  Herald,  13,500  daily  in  a 
growing  community  with  a  booming 
I  economy,  seeks  courts/copy  and 
I  county  reporters.  Half-hour  from 
Raleign,  2  1/2  hours  from  mountains 
and  beach.  Send  resume  to  Jay 
Thwaite,  Sanford  Herald,  P.O.  Box 
100,  Sanford,  NC.27331 -0100 
E-mail  editar@sanfordherald.com 
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SENIOR  WRITER  | 

The  Tucson  Citizen  is  seeking  a 
reporter  with  at  least  five  years  of  ; 
experience  who  is  strong  on  innova-  I 
1  tion,  versatile  and  who  can  take  on  | 
enterprise  projects  big  and  small.  The  j 
position  requires  finely  developed  writ¬ 
ing  and  reporting  skills,  and  an  ability 
to  cut  through  the  spin  and  deliver  big- 
picture  perspectives. 

Please  send  resume,  clips  and  one- 
page  cover  letter  to  Michael  Limon, 
managing  editor,  Tucson  Citizen,  P.O. 

[  Box  26767,  Tucson,  AZ  85726. 
j  E-mail:  mlimon@tucsc)ncitizen.com 
Web  www.tucsoncitizen.com 


SOUTHERN  CAUFORNIA 

The  nine  newspapers  in  the  Los 
Angeles  Newspaper  Group,  with  a  com¬ 
bined  circulation  of  630,000  daily, 
offer  an  assortment  of  career  opportu¬ 
nities.  We  seek  experienced  assistant 
section  editors,  reporters,  copy  editors, 
j  designers  and  graphic  artists.  Our 
I  newspapers  of  varying  sizes  focus  on 
I  local  news  in  competitive  and  diverse 
markets.  We  value  creativity  and 
excellence.  Good  advancement  oppor- 
[  tunities  exist  in  our  growing  group, 
1  which  includes:  the  Daily  News  of  Los 
!  Angeles,  Long  Beach  Press-Telegram, 
I  San  Gabriel  Valley  Tribune,  Pasadena 
I  Star-News,  Whittier  Daily  News,  San 
I  Bernodino  County  Sun,  Inland  Valley 
Daily  Bulletin,  Redlands  Daily  Facts 
j  and  the  Lompoc  Record.  Send  letter, 
resume  and  samples  of  your  work  to 
Editorial  Recruiter,  Los  Angeles  News- 
I  paper  Group,  P.O.  Box  4200, 
j  Woodland  Hills,  CA  91365-4200. 


SPECIAL  PROJECTS  REPORTER 
The  Las  Vegas  Review-Journal, 
Nevada's  largest  newspaper,  needs  a 
special-projech  reporter.  Projects  have 
included  investigations,  database 
analysis,  polls,  and  ambitious  historical 
series.  Must  be  able  to  play  your  posi¬ 
tion  in  a  team  project,  and  manage 
large  amounts  of  information  and 
long-term  assignments  without  getting 
bst.  Hard  news  background  required! 
CAR  experience  desirable.  Send 
resume  and  a  few  clips  to  A.D. 
Hopkins,  Las  Vegas  Review-Journal, 
P.O.  Box  70,  Las  Vegas,  NV  891 25. 


_ EDITORIAL _ 

SPORTS  COPY/LAYOUT  EDITOR: 
Strong  design  and  QuarkXPress  skills 
required.  Send  resume,  cover  letter 
and  work  samples  to  The  Bakersfield 
Californian,  Attn:  John  Millman,  sports 
editor,  P.O.  Box  440,  Bakersfield,  CA 
96602.  EOE 


SPORTS  DESIGNER 

Lead  sports  designer  wanted  for 
Pulitzer  Prize-winning,  40,000-circ. 
Knight  Ridder  paper.  Candidate  must 
have  design  and  editing  experience. 
Position  full-time,  four  nights  a  week. 
Sports  department  is  regular  national 
award  winner  covering  high  school 
sports  and  college  with  national-champ 
j  teams.  To  apply,  send  resume  and 
:  work  samples  to  Anjanette  Rieger, 
news  editor.  Grand  Forks  Herald,  tox 
6008,  Grand  Forks,  ND  58206-6008 
or  E-mail  me  at  arieger@glherald.com 
Check  the  Web  www.grherald.com 
EOE 


SPORTS  DESIGNER:  Located  on  the 
west  coast  of  Florida,  the  award¬ 
winning  Sun  Herald  is  looking  for 
sports  designers  to  help  us  become  the 
best  mid-size  paper  in  the  country.  We 
are  looking  for  someone  who: 

•likes  competition  and  has  a  will  to  win 
•can't  stand  errors 

•has  an  eye  for  design,  focusing  on 
precision  as  much  as  pizzazz 
•wants  to  work  with  the  latest  design 
and  pagination  programs 
•is  never  satisfied  with  the  status  quo 
The  job  includes  design  and  editing  of 
pages  on  a  2-person  sports  desk,  pro¬ 
ducing  four  editions  per  day.  QuarkX¬ 
Press  Knowledge  a  plus.  If  this  sounds 
like  you  send  your  resume  and  some 
tear  sheets  to  Michael  Parsons,  sports 
editor.  Sun  Herald,  23170  Harborview 
Rood,  Port  Charlotte,  FL  33980. 


'  SPORTS  EDITOR  for  the  best  twice- 
‘  weekly  in  Oregon.  Contact  Jerry 
;  Teague,  editor,  Curry  Coastal  Pilot, 

■  P.O.  Box  700,  Brookings,  OR  97415. 

!  SPORTS  EDITOR 

I  The  San  Antonio  Express-News  seeks  a 
^  driven  and  innovative  individual  to 
supervise  a  38-person  staff  that  knows 
I  sports  at  the  local,  regional  and 
!  national  levels.  The  NBA  champs  Spurs 
are  big  here  but  we  provide  in-d^th 
j  coveroge  of  the  Big  1 2,  the  Dallas  Cow¬ 
boys,  the  Olympics,  boxing  and  major 
golf  tournaments.  We  require  at  least 
j  five  years  newspaper  management 
I  experience.  Send  inquiries  to  Raul 
j  Reyes,  AME/News,  San  Antonio 

■  Express-News,  P.O.  Box  2171,  San 
Antonio,  TX  78297. 


EDITORIAL 


EDITORIAL 


NEWS  CHIEF 

NASA  is  seeking  a  News  Chief  in  the  Office 
of  Public  Affairs  at  Headquarters  in 
Washington,  DC.  As  News  Chief,  you  are 
responsible  for  the  Agency's  news 
operations,  giving  direction  to  the  news  of 
NASA  to  enable  its  widest  dissemination.  You  would  supervise  a 
staff  of  professionals  at  NASA  Headquarters  and  direct  policy  for 
the  news  operations  at  the  nine  NASA  field  offices.  In  addition,  you 
would  frequently  act  as  the  Agency  spokesperson  on  major  issues. 
For  more  information  go  to: 

http;//www.usajobs.opm.gov/a.htm 
Announcement  number:  HQ-00-02 
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HELP  WANTED 

EDITORIAL 

SPORTS  EDITOR  -  Small  daily  near 
New  Orleans.  QuarkXPress  experience 
helpful,  and  ability  to  coordinate  com¬ 
prehensive  prep  coverage.  Resumes  to 
Kevin  Chiri,  Slidell  Sentry-News,  P.O. 
Box  910,  Slidell,  lA  70459.  Fax  (504) 
643-4966.  E-mail  sentry@neosoft.com 

SPORTS  EDITOR 

The  Daily  Item  is  accepting  applica¬ 
tions  for  a  sports  editor  with  5  years 
management  experience.  Successful 
candidate  should  know  how  to  juggle 
multiple  duties,  develop  stories  off  the 
playing  field,  schedule  and  supervise 
full  and  part-time  staff.  Coverage  of 
preps  and  college  as  well  as  20  high 
schools.  Strong  local  commitment  essen¬ 
tial.  Team  player.  We're  a  seven-day 
daily,  30,000  circulation,  located  in 
scenic  central  Pennsylvania.  Send 
resume  and  cover  letter  by  Nov.  12  to 
Sports  Editor  Search,  The  Daily  Item, 
200  Market  Street,  Sunbury,  PA 
1 7801 .  No  phone  calls,  please. 

SPORTS  NEWS  EDITOR 
The  Bradenton  Herald,  a  Knight  Ridder 
paper  on  the  beautiful  west  coast  of 
Florida,  has  a  position  available  for  a 
sports  news  editor  with  strong  copy 
editing,  layout  and  writing  skills  to  craft 
our  daily  and  Sunday  sports  sections. 
We  are  seeking  a  creative,  sports- 
savvy  journalist  with  3-5  years  of  daily 
newspaper  experience.  Pagination 
skills  a  must.  Send  resumes  to  Sports 
Editor  Jim  Smith,  Bradenton  Herald, 
P.O.  Box  921 ,  Bradenton,  FL  34206  or 
E-mail  jsmith@bradenton.com 

SPORTS  REPORTER 

The  Buffalo  News,  the  dominant 
medium  in  a  sports-crazy  city,  is  look¬ 
ing  for  a  talented,  experienced  sports 
reporter  who  likes  having  the  sports 
story  of  the  day.  We  cover  the  Bills  and 
Sabres  aggressively,  and  the  position 
includes  a  strong  focus  on  Division  I 
football  and  basketball.  An  increased 
emphasis  on  enterprise  and  feature 
writing  means  we're  looking  for  a 
reporter  with  a  deft  touch.  Hard  worker 
a  must. 

Send  resume  and  clips  to  Howard  J. 
Smith,  executive  sports  editor.  The  Buf¬ 
falo  News,  One  News  Plaza,  P.O.  Box 
1 00,  Buffalo,  NY  1 4240  or  E-mail  at: 
hsmith@buffnews.com 

SPORTS  WRITER 

The  Beaver  County  Times,  a  45,000 
daily,  52,000  Sunday  newspaper  in 
western  Pennsylvania,  is  seeking  a 
sports  writer  to  join  our  pro  sports  cov¬ 
erage  team.  Our  fall/winter  pro  beats 
include  Steelers'  coverage  home  and 
away  and  Penguins'  coverage  hame 
and  selected  road  trips.  Our  readers 
take  sports  seriously  and  so  do  we. 
Send  resume  and  writing  samples  to 
Ed  Rose,  sports  editor,  Beaver  County 
Times,  P.O.  Box  400,  Beaver,  PA 
1 5009.  No  phone  calls. 


_ EDITORIAL _ 

SPORTS  WRITER 

The  Times  Argus,  located  in  heart  of  ski 
country  in  beautiful  Vermont,  seeks  a 
top-notch  sports  writer  who  can  get 
excited  about  covering  the  high  school 
beat,  a  Division  III  college  and  other 
sports  as  needed.  The  desire  to  design 
and  edit  pages  is  a  must,  with  QuarkX¬ 
Press  experience  a  plus.  Previous  job 
experience  is  preferable,  but  not 
necessary.  We  offer  a  competitive 
salary  and  benefits  package.  Send 
resume  and  clips  to: 

Mike  Parent,  Sports  Editor 
The  Times  Argus 
P.O.  Box  707 
Barre,  VT  05641 

SUBURBAN  CHICAGO  firm  seeks  an 
editor  to  help  publish  newsletters, 
journals  for  various  clients.  Two  years 
writing,  proofreading  and  publishing 
experience,  journalism  degree  and 
excellent  organizational  skills  required. 
Technical  writing/editing  and  famil¬ 
iarity  with  associations  a  plus.  QuarkX¬ 
Press,  MS  Office  and  Mac  experience 
required.  Send  resume,  samples, 
salary  requirements  to  Jill  Hronek, 
Sherwood  Group  Inc.,  60  Revere 
Drive,  Suite  500,  Northbrook,  IL 
60062.  EOE.  Fax:  (847)  480-9283. 

No  phone  calls,  please 

SUNDAY  EDITOR 

Looking  for  a  challenge  at  a  paper 
where  you  can  focus  your  efforts  on  the 
kind  of  enterprise  stories  that  really  mat¬ 
ter  to  readers?  A  place  where  short- 
and  long-term  projects  are  the  norm? 
Do  you  believe  a  paper  reaching  for 
1 00,000  circ.  is  limited  only  by  its  own 
vision?  Maybe  you'd  like  to  be  our 
next  Sunday  editor.  We're  seeking  an 
editor  who's  ready  to  help  us  become 
more  sophisticated  -  and  relevant. 
We'd  like  someone  who  can  focus  on 
the  forest  as  well  as  on  the  trees, 
someone  with  enterprise-  and  content- 
development  skills  os  well  os  knowl¬ 
edgeable  in  the  fundamentals  of 
design.  She/he  also  should  be  well 
organized  and  good  at  working  with 
'  people  --  not  just  reporters  but  the 
department  whose  cooperation  you 
ne^  to  help  better  the  final  product. 
Send  resume,  letter,  sample  of  your  cur¬ 
rent  work  and  current  newspaper  to 
Managing  Editar  Deena  Gross,  The 
1  York  Dispatch/Sunday  News,  P.O.  Box 
2807,York,  PA  17405. 

;  THE  ALBUQUERQUE  TRIBUNE  is  look- 
!  ing  for  an  experienced  arts  and  enter¬ 
tainment  reporter,  someone  with  a 
track  recard  af  developing  sources 
within  the  community  and  o 
‘  demonstrated  ability  to  write  about  a 
i  variety  of  subjects  in  a  thoughtful  and 
entertaining  way.  We  need  someone 
who  can  move  from  alternative  music 
to  visual  arts  to  theater  without  missing 
j  a  step.  We  seek  a  good  writer  with  an 
abundance  of  ideas,  a  team  player 
who  will  find  producing  the  weekly  TV 
tab  a  challenge  and  be  able  to  fill  in  for 
,  theA&EEditorwhenshe'sonassignment. 

‘  Send  clips,  resume  and  a  one-page  bio- 
!  graphy  to  Kevin  Hellyer,  AME,  7777 
I  Jefferson  NE,  Albuquerque,  NM 
1  87111. 


_ EDITORIAL _ 

THE  CHARLpnE  pBSERVER,  needs 
two  top-rank  journalists: 

RALEIGH  BUREAU  REPORTER 
Are  you  a  news  hound  who  breaks  big 
stories?  Can  you  provide  distinctive  cov¬ 
erage  of  politics  and  government?  A 
successful  candidate  must  have  shown 
how  to  go  beyond  routine  coverage  to 
help  readers  understand  how  gov¬ 
ernment  affects  their  lives.  A  minimum 
of  five  years  of  daily  experience  is  a 
must,  with  some  experience  in  gov¬ 
ernment.  Send  ten  clips,  a  resume  and 
a  cover  letter  explaining  how  you 
would  do  the  job  to  Jim  Walser,  senior 
editor/ recruiting. 

DEPUTY  BUSINESS  EDITOR 
Our  deputy  department  head  helps 
lead  a  veteran  staff  in  one  of  Amer¬ 
ica's  most  dynamic  business  regions. 
We  cover  the  nation's  second-largest 
banking  center,  as  well  as  major  tex¬ 
tile,  airline,  technology,  retail,  devel¬ 
opment  and  small  business  beats. 
Major  companies  include  Bank  of 
America,  First  Union,  Duke  Energy, 
Springs  Industries,  Red  Hat,  Low^s, 
Speedway  Motorsports  and  US 
Airways.  The  successful  candidate  will 
have  experience  in  business  editing, 
coaching  reporters  and  assembling 
sophisticated,  high-impact  news 
packages.  Send  clips,  editing  samples, 
and  a  resume  ta  Jon  Talton,  executive 
business  editor/ columnist. 

Send  to  The  Charlotte  Observer,  P.O. 
Box  30308,  Charlotte,  NC  28202. 

I  - 

THE  IDAHO  STATE  JOURNAL 
A  20,000  AM  daily,  is  accepting 
applications  to  fill  current  and  future 
positions  in  its  newsroom.  Positions 
include  copy  editor,  sports  reporter, 
and  general  assignment/beat  reporter. 

I  Desired  applicants  will  possess  strong 
written  and  verbal  cammunication 
skills.  Positions  offer  excellent  hourly 
wage,  paid  vacation,  medical,  great 
working  environment  and  opportunities 
for  growth.  To  apply,  send  cover  letter, 
resume  and  samples  to  Idaho  State 
Journal,  Attn.  Managing  Editor,  P.O. 
Box  431 ,  Pocatello,  ID  8^04. 

THE  LAS  VEGAS  REVIEW-JOURNAL 
seeks  an  experienced  journalist  to  join 
the  staff  of  its  editorial  page,  which 
champions  individual  liberty  and  free 
markets.  Job  entails  writing  editorials 
and  an  occasional  issue-oriented 
feature,  and  involvement  in  the  day-to- 
day  production  of  the  editorial  and  com¬ 
mentary  pages.  Send  resume  with  clips 
to  John  Kerr,  editorial  page  editor.  Las 
Vegas  Review-Journal,  P.O.  Box  70, 
Las  Vegas,  NV  891 25-0070. 

THE  ORANGE  LEADER  has  immediate 
openings  for  a  copy  editor  and  a  gen¬ 
eral  assignment  news  reporter.  Copy 
editor  must  be  knowledgeable  in 
QuarkXPress  and  Photoshop.  Degree  a 
must.  Send  resumes  to  Editor,  The 
Orange  Leader,  P.O.  Box  1028, 
Orange,  TX  77631 . 

I  THE  WATERLOO  COURIER,  a  50,000 

I  PM  daily  in  Northeast  Iowa  (winner  of 
state  and  national  general  excellence 
awards)  is  looking  for  a  general  assign¬ 
ment  reporter  to  cover  suburbs  and 
backup  on  cops  and  courts.  Send  clips 
showing  enterprise  and  ability  to  tell  a 

I  good  story  to  Saul  Shapiro,  editor, 

j  Waterloo  Courier,  P.O.  Box  540, 
WateHoo,  lA  50704. _ 

WRITER/EDITOR 

I  Must  have  experience  in  film,  TV, 

j  music.  Entertainment  Website  needs 
the  best.  Top  print  journalist  already 
aboard,  jeffreyjolson@mediaone.net 


_ EDITORIAL _ 

THE  REGISTER-GUARD,  a  78,000- 
circulation  daily  in  Eugene,  OR,  is  seek-' 
ing  a  full-time  Entertainment  and  Arts 
reporter  with  particular  expertise  in 
pop  music/culture.  Four-year  calleae 
degree  required.  Preference  will  be 
given  to  applicants  with  at  least  one 
year  of  daily  newspaper  experience. 
Beginning  salary  is  $562.93-$882.73 
per  week.  Schedule  will  vary;  night 
and  weekend  work  required.  Detailro 
information  available  at 
www.registerguard.com  Submit  a 
resume  and  no  more  than  seven  non- 
returnable  clips  by  Monday,  November 
15,  1999  to  ESA  REPORTER,  The  Reg¬ 
ister-Guard,  HR  DEPT.,  P.O.  Box 
1 01 88,  Eugene,  OR  97440-2188. 

TOP  SOCCER  PROGRAMS,  BIG 
BASEBALL  TOWN,  GREAT  PLACE  TO 
LIVE:  The  Keene  Sentinel,  high-quality 
15,000,  7-day  operation,  needs  top- 
notch  sports  reporter.  Resumes  to 
Garry  Harrington,  sports  editor.  Sen¬ 
tinel,  P.O.  Box  546,  Keene,  NH 
03431;  E-mail  gkh@keenesentinel.com 

WEB  EDITOR.  Join  fast-growing  law- 
related  Internet  startup's  editorial  staff. 
Must  have  solid  news/layout  judgment 
and  ability  to  create  on-point  web 
pages  on  deadline.  Legal  background, 
web  editorial  and/or  daily  newspaper 
experience  preferred.  Both  senior  and 
junior  positions  are  currently  open. 
NYC-based.  Please  E-mail  attached 
resume  (with  salary  requirements)  and 
accompany  with  a  summary  of  above- 
mentioned  experience($)  in  the  body 
and  “internet  editor”  in  the  subject  field 
of  E-mail  to  winwood@interport.net 
An  Equal  Opportunity  Employer 

NEW  MEDIA 

NEW  MEDIA  DIREaiONS  MANAGER 
Thomson  Chesapeake,  a  division  of 
Thomson  Newspapers,  is  expanding 
its  Marketing  Department,  and  has  an 
opening  for  the  newly  developed  posi¬ 
tion  or  New  Media  Directions  Man¬ 
ager.  Thomson  Chesapeake  publishes 
The  Daily  Times  in  Salisbury,  /dryland 
as  well  as  a  group  of  non-dailies 
throughout  the  Delmarva  Peninsula 
(Delaware,  Maryland  &  Virginia). 

This  individual  should  possess  futuristic 
vision  and  a  be  a  big  picture  thinker. 
Immediate  focus  for  this  position  will  be 
text  input.  Website  development  and 
creation.  A  minimum  Bachelor's 
degree  in  IT  field  or  equivalent 
technical  certifications  with  relevant 
course  work  required.  Strong  HTML 
and  Java-script  skills  a  must.  DHTML 
and  ASP  highly  desirable. 

I  The  New  Media  Directions  Manager 
I  will  work  closely  with  an  internal 
j  network  of  different  departments,  (i.e., 
news,  circulation  and  acfvertisingj,  cov- 
!  ering  the  tri-state  area  (Delaware, 
Maryland  and  Virginia).  Home  base 
for  this  position  is  in  Salisbury, 

;  Maryland  --  a  beautiful  area  just 
j  minutes  from  the  Coastal  Bays  and 
!  Atlantic  Ocean 

i 

j  Thomson  Chesapeake  is  an  EEO,  and 
offers  a  solid  benefits  package  includ¬ 
ing  401  (k)  plan.  Self-motivated  and  pro¬ 
active  individuals  only  need  apply, 
i  Please  submit  cover  letter,  resume  and 
!  salary  expectations  to: 

j  New  Media  Directions  Manager 
]  The  Daily  Times 

I  P.O  Box  1937 

Salisbury,  MD  21801 

Fax:(410)543-8736 
'  E-mail  john.dimambro@thomnews.com 
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HELP  WANTED 

PRESSROOM 

COAAMERCIAL  PRESS  SUPERVISOR 
We  need  a  hands-on  supervisor  to 
help  organize  and  direct  our  com¬ 
mercial  printing  division.  Very  desira¬ 
ble  location  in  one  of  the  top  cities  in 
the  Mid-West.  You'll  need  5  years 
experience  in  single-width  offset  print¬ 
ing  with  2  or  more  in  o  supervisory 
role.  We  need  on  innovator  to  bring 
new  ideas  and  energy  to  our  organiza¬ 
tion.  Excellent  starting  salary,  with 
bonus  program,  401  (k)  employee  stock 
plan. 

If  you're  ready  to  become  part  of  a 
company  that  cares  about  it's  employ¬ 
ees  and  appreciates  a  positive  attitude 
and  solid  work  ethics.  If  you're  ready 
to  work  harder  then  you've  ever 
worked  before  and  enjoy  the  rewards 
that  come  with  it,  this  could  be  your 
dream  job. 

Send  cover  letter  along  with  a  resume 
to: 

Madison  Newspapers,  Inc. 

Attn:  Human  Resources 
P.O.  Box  8056 

_ Modison,  Wl  53708 _ 

GOSS  SC  PRESS  OPERATOR 
Pay  based  on  experience.  Excellent 
benefits.  Mr.  Lesnar  (800)  843-6805 

HEAD  PRESS  OPERATOR:  NC  daily 
seeks  energetic,  quality-conscious  lead 
pressman  to  run  Goss  Community 
press  and  four-person  crew  for  AM 
paper  with  growing  commercial  work. 
Great  opportunity  in  a  beautiful 
market.  Send  resume  to  Box  08964, 
Editor  &  Publisher. 

LEAD  PRESS  OPERATOR 

Kendollville  Publishing  Compxjny,  Inc. 
is  seeking  a  self  motivated  lead  press 
operator  with  mechanical  skills  and 
knowledge  of  Goss  Community  offset 
web.  Excellent  wage  and  benefit 
package.  Send  resume  to: 

Kendollville  Publishing  Company 
Attn:  Gary  Crager 
1 02  N.  Main  Street 

Kendollville,  IN  46755 

PRESS  OPERATORS  WANTED 

Prescott  Newspapers,  Inc.,  needs  expe¬ 
rienced  commercial  open  web  press 
operators  with  mechanical  aptitude,  ana¬ 
lytical  problem  solving  abilities,  4/4 
process  color,  press  maintenance 
experience,  able  to  work  nights, 
weekends  and  holidays.  New  16  unit 
Goss  single  round/six  splicer  press,  2 
four  high,  4  two  high  stacks  and 
Universal  Folder.  Send  resume,  PNI 
Personnel  Director,  147  N.  Cortez,  Pre¬ 
scott,  AZ  86301 ,  PNI  isEOE. 

PRESS  OPERATORS 
XXJRNEYPERSON 

The  Cincinnati  Enquirer  is  seeking 
quality  conscious  individuals  with  a 
minimum  of  one  years'  journeyperson 
experience  operating  Goss  metro/ 
metroliner  presses  and  multi-presses.  If 
interested  call  Valerie  Mays  at  (513) 
768-821 1  and  fax  or  send  resumes  to 
(513)768-8210. 


PRESSROOM 


PRESSROOM  MANAGER 

Thomson  South  Louisiana  Publishing, 
owners  of  The  Daily  Advertiser  (the 
fastest  grawing  daily  newspaper  in  the 
state  with  a  circulation  of  50,000),  The 
Times  (a  weekly  publication)  and  Quik 
Quarter  (weekly  classifieds),  is  looking 
for  a  Pressroom  Manager.  We  are 
looking  for  someone  to  enable  us  to 
maintain  our  exceptional  reproduction 
quality  while  consistently  meeting  our 
own  deadlines  and  numerous  com¬ 
mercial  printing  jobs.  Candidate 
should  be  able  to  handle  a  variety  of 
tasks  simultaneously  and  will  report 
directly  to  the  Director  of  Printing  and 
Production.  The  successful  professional 
will  work  with  a  new  Man  Roland  32 
couple  Uniset  70  press  in  a  new  state 
of  the  art  50,000  square  foot  produc¬ 
tion  facility.  Candidate  should  have  8 
years  of  printing  experience  preferably 
with  a  Goss  Urbanite/Man  Roland 
I  Newspaper  Printing  Press.  Competitive 
I  salary  and  excellent  benefit  package. 

Send  resume  ta  Pressroom  Manager, 

;  P.O.  Box  5310,  Lafayette,  LA  70502 
or  fax  to  (31 8)  233-5340. _ 

;  PRINTING  OPERATIONS  MANAGER 

I  The  North  County  Times,  located  in 
;  North  San  Diego  County  with  a  daily 
I  circulation  of  over  90,000,  is  looking 
!  for  o  Printing  Operations  Manager. 

]  This  management  position  is  responsi- 
j  ble  for  all  aspects  of  press  work  includ- 
i  ing  staffing,  training,  maintenance  and 
general  management  of  two  press 
facilities.  In  addition,  the  position 
requires  the  manager  to  focus  on 
improvement  in  the  quality  and  con- 
j  sistency  of  printing.  It  is  critical  that  all 
'  candidates  strive  for  and  understand 
j  what  is  necessary  to  achieve  high  qual- 
'  ity  printing. 

'  It  is  intended  that  this  manager  will  be 
a  working  manager  and  wiN  regularly 
!  work  on  the  press  as  both  an  operator 
'  and  troubleshooter  and  will  perform 
I  general  maintenance.  Candidates  must 
'  hove  strong  technical  understanding  of 
;  printing.  ExperierKe  on  Goss  Headliner 
j  presses  is  fovorable  but  not  necessary. 

I  Send  resume  to: 

:  North  County  Times 

I  207  E.  Pennsylvania  Avenue 

I  Escondido,  CA  92025 

Fax:  (760)  740-5454 
'  E-mail:  peggyc@nctimes.com 

I  PRINT  LOGISTICS 

LOGIC  COMMUNICATION  SYSTEM 
!  MANAGER 

I  Logic/Covalent  System  manager  for 
i  Arizona  web,  color  sheetfed  and  bind¬ 
ery.  Excellent  reproduction,  craftsmen. 
Need  experience  in  commercial  print¬ 
ing,  customer  service,  ability  to 
develop  new  business.  Great  opportu¬ 
nity.  Growing,  locally-owned  com¬ 
pany.  Excellent  benefits,  401  (k).  Send 
resume,  salary  history,  references  to 
Donovan  M.  Kramer  Sr,  president  and 
publisher,  Casa  Grande  Valley  News¬ 
papers  Inc.,  P.O.  Box  15002,  Casa 
Grande,  AZ  85230-5002. 


PRODUCnON/TECH 


PRODUCTION  DIREaOR 

Our  Production  Director  will  be 
responsible  for  the  monogement  of 
comero/platemoking,  composing 
room,  pressroom  and  inserting 
departments.  You  will  coordinate  all 
phases  of  the  production  process  with 
user  departments  and  be  responsible 
for  scfiMuling  of  all  production  runs. 
You  will  maintain  acceptable  quality 
levels  for  printing  and  packaging  of  ail 
products  producM. 

You  must  understand  each  step  of  the 
production  process  and  how  it  relates 
to  the  total  product.  You  will  need  to 
have  the  technical  skills  to  manage  a 
production  operation  including  the 
ability  to  do  press  make-ups  as  needed 
to  assure  optimum  use  or  the  press  to 
meet  the  advertising  and  news  make¬ 
up  needs.  Above  average  computer 
skills  ore  needed  to  provide  manage¬ 
ment  with  information  to  evaluate  the 
production  process.  Good 
interpersonal  and  communication  skills, 
ability  to  organize  resources  to  identify 
and  solve  problems  and  to  manage 
multiple  tasks  is  also  required. 

We  need  someone  who  has  3  to  5 
years  of  hands  on  experience  in  a  prinh 
ing  environment  and  be  familiar  with 
oil  phases  of  the  inserting  operation, 
preferably  in  a  newspaper  environ¬ 
ment.  Your  management  experience  in 
a  printing  operation  should  include  a 
proven  record  of  being  able  to  build 
teams  and  motivate  people  to  produce 
a  quality  product  on  a  deadline  on  a 
regular  basis.  A  proven  understanding 
of  continuous  process  improvement  in 
a  printing  operation  is  needed.  Strong 
technical  IxKkground  will  be  needed  to 
provide  leadership  in  o  state  of  the  art 
printing  facility.  College  degree  pre¬ 
ferred.  Excellent  salary  and  ben^ts, 
including  401  (k). 

Send  o  resume  and  letter  of  application 
to: 

South  Bend  Tribune 
225  W.  Colfax  Avenue 
South  Bend,  IN  46626 


PRODUaiON  AAANAGER 

Do  you  like  a  challenge?  Are  you  a 
leader  in  innovative  approaches  and 
strategic  mindset?  Consider  joining  the 
management  teams  of  the  Rutland 
Herald  and  The  Times  Argus  as  they 
shed  common  practices  and  move  to 
the  future  with  fresh  eyes  and  open 
minds.  As  Production  A4anager  of  both 
papers,  you  will  be  charged  with 
motivating  team  members  of  the 
ca  mera/ pres  s/ mo  i  I  room  and 
technology  services  to  high 
performance  in  every  aspect  of  their 
work.  Your  prior  experience  will  be 
appreciated  by  us.  We  offer  com¬ 
petitive  salary,  bonus  and  benefits. 
Send  resume  November  1 6  to: 

Anita  Bird 
The  Times  Argus 
P.O.  Box  707 
Barre,  VT  05641 
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NEW  YORK 

I  MEDIA  RELATIONS  MANAGER 
I  PR  Newswire  seeks  Media  Relations 
I  Manager  to  manage  key  medio  reb- 
j  tionships  and  oversee  the  media  rela- 
j  tions  program  for  the  New  York 
'  Bureau.  This  person  will  focus  on 
‘  increasing  and  enhancing  journalists' 
usage  of  news  releases,  photos,  and 
i  video  news  releases  provided  by  PR 
Newswire's  members,  as  well  as 
increasing  usage  of  expert  contacts 
available  through  PRN's  ProfNet  ser¬ 
vice.  Send  resume  to: 

sam_stornes@prnewswire.com 
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DIREaOR  OF  CUSTOMER  SUCCESS 

Growing  Internet  Company  seeks  a 
Director  of  Customer  Success  that  will 
lead  a  team  of  specialists  whose 
mission  is  to  support  new  and  existing 
clients  with  demonstration  sales  calls 
and  field  training  exercises  -  to  take 
their  Internet  business  units  to  the  next 
level. 

The  ideal  candidate  will  have  3-5 
years  training  and  sales  management 
experience  plus  demonstrate  excep¬ 
tional  written  and  verbal  communica¬ 
tion  skills.  Experience  developing,  writ¬ 
ing  and  implementing  field  training 
programs  and  strong  management 
skills  are  essential.  Significant  sales 
experience,  and  experience  in  a  news¬ 
paper,  advertising  or  Internet  environ¬ 
ment  is  strongly  desired.  Based  in 
Albany,  New  York,  but  travel  is 
required.  Send  resumes  to  Human 
Resources,  PowerAz.com,  96  Thompson 
Hill,  Rensselaer,  NY  121^. 

I  EQUIPMENT  SALES 

'  Supplier  of  newspaper  material  handl- 
I  ing  equipment  has  opening  in  NY/ 
I  Chicago  territory.  Looking  for  minimum 
I  6  years  experience  either  in  news 
I  industry  or  Newspaper  Equipment 
I  Sales.  Job  requires  mechanical  and  com- 
!  outer  background.  Extensive  travel.  Six 
!  figure  package.  Send  resume  in  con- 
!  h'oence  to  Box  08963,  Editor  &  Pub- 
!  lisher. 


NEWS 


Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


Editor  &  PL^BLISHER:  The  communication  link  of  the  newspaper  industry  every  week  since  1884. 


www.mediainfo.com 


OCTOBER  30, 1999  EDITOR  &  PUBLISHER  51 


Developed  by  Editor  &  Publisher  for  students  and  graduates 
beginning  careers  in  all  aspects  of  print  and  online  news 
media.  Over  10,000  E&P  Career  Guide  launch  issues  were 
mailed  FREE  (in  addition  to  our  regular  subscriber  base)  to 
students,  graduates,  professors  of  journalism,  communica¬ 
tion  and  business  colleges  and  universities.  The  guide  is  also 
accessible  on  EvSiP's  Web  site:  www.mediainfo.com. 

The  Career  Guide  provides  “how  to”  information,  inspiration, 
training  programs  and  practical  tips  for  the  job  hunter  along 
with  ads  for  hundreds  of  entiy  level  jobs,  early  experience 
career  ofrportunities  and  internships. 

It  is  the  most  perfectly  targeted  medium  your  company  can 
use  to  reach  the  future  of  the  news  industry. 


It’s  one  of  the  best  career 
guides  out  there.  I  use  it  in  ail 
my  classes  and  give  it  to  aii 
my  students.  What  a  terrific 
resource!  It’s  practical,  read¬ 
able  and  full  of  great  advice. 

Pamela  Cytrynbaum.  Visiting  Assistant  Professor/ 
Internship  Coordinator  University  of  Oregon  School  of 
Journalism  and  Communication 


E&P 

PT^REER  GUIDE 

November  13 

Entry  Level  and  Early  Experience 
(1-2  Year)  Candidates 

Thousands  of  Requests  Already  Received  for  the 
November  1 3th  E&P  Career  Guide 
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Details  online  at  www.mediainfo.com 


Our  schools  graduate  many 
talented  internet  and  multi- 
media  designers  each  quar¬ 
ter  ...  I  was  delighted  to  read 
about  your  help  wanted 
magazine  and  online  guide. 
The  most  recent  issue  was 
exceptionally  helpful  to  our 
graduates. Thanks  for  provid¬ 
ing  such  a  useful  resource. 

Ed  Hunter.  Director  of  Career  Services/Business 
Development  Art  Institute  of  Philadelphia 
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ence  in  advertising,  circulation,  niche  | 
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MAJOR-DAILY  VETERAN  with 
freelance  past  wants  side  jobs.  Web- 
experienced.  Will  write  anything. 
(630)  851-6942  or  vezina@aol.com 
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Why  not  ‘Public  Journalism'? 

By  Burton  St.  John  III 


This  past  summer,  the  death  of  John  F. 
Kennedy  Jr.,  his  wife,  and  his  sister-in-law 
brought  massive  media  coverage.  That  was 
all  to  be  expected.  More  intriguing  was  the 
reaction  of  media  consumers  to  the  cover¬ 
age.  Letters  to  the  editor  of  U.S.  Nms  & 
World  Report,  Newsweek,  and  Tune,  for 
example,  revealed  some  readers’  frustra¬ 
tions  with  the  extensive  attention  devoted  to 
three  people  whose  lives,  in  fact,  had  little 
impact  on  that  of  the  average  citizen. 

“With  all  due  respect  —  haven't  we  had 
more  than  enough  media  coverage  of  this 
tragedy?”  writes  reader  Janice  Mitchell  in 
the  Aug.  16,  1999,  issue  of  Newsweek. 
“Unfortunately,  this  seems  to  be  just  anoth¬ 
er  example  of  how,  in  the  past  decade,  the 
news  media  have  traded  in-depth  coverage 
of  real  news  for  the  cult  of  celebrity.” 

This  concern  from  media  consumers  is 
nothing  new.  Critics  for  years  have  scruti¬ 
nized  the  power  of  the  media  to  affect  what 
citizens  think  about  through  agenda-setting. 
What  is  new  is  that  some  critics  believe  the 
media  has  become  too  fixated  on  celebrity 
and  novelty  to  concentrate  on  the  news  that 
is  relevant  to  most  citizens. 

In  fact,  some  within  the  media  have  gone 
as  far  to  embrace  a  concept  known  as  “pub¬ 
lic  journalism,”  which  has  the  media  active¬ 
ly  reach  out  and  engage  citizens  to  deter¬ 
mine  what  the  real  issues  are.  then  report  on 
them.  “Citizens  deserve  a  bigger  place  in 
the  newspaper  itself,”  says  Arthur  Charity 
in  his  seminal  book.  “Doing  Public  Jour¬ 
nalism.”  “Public  life  should  work,  and  jour¬ 
nalism  has  a  role  in  making  it  work.” 

Foes  of  public  journalism  maintain  that 
such  engagement  with  the  public  is  a  viola¬ 
tion  of  the  objectivity  that  the  media  should 
strive  for.  “What  I  am  most  bothered  [by]  is 
when  a  newspaper  uses  its  news  columns 
...  to  achieve  specific  outcomes  in  the  com¬ 
munity,”  says  Leonard  Downie,  executive 
editor  of  The  Washington  Post.  “That  is 
what  1  think  is  wrong,  and  very  wrong  ... 
Telling  political  candidates  that  they  must 
come  to  a  newspaper’s  forum,  or  that  they 


John  F.  Kennedy  Jr.  and  his  wife  Carolyn 
Bessette  Kennedy 


must  discuss  certain  issues  —  that  is  very 
dangerous  stuff.” 

Here’s  a  simple  proposition:  Public  jour¬ 
nalism  is  an  evolution  in  the  media’s  agen¬ 
da-setting  function.  It’s  an  attempt  to 
include  others  in  the  process. 

Though  critics  say  the  media  have  no 
business  “making  the  news”  by  conducting 
community  forums,  forming  citizens’  advi¬ 
sory  councils,  hosting  mock  legislative  ses¬ 
sions,  etc.,  I  find  that  argument  fallacious. 
Obviously,  the  media  makes  and  prioritizes 
what  is  news  every  day. 

To  its  credit,  public  journalism  brings 
some  of  the  agenda-setting  function  out  in 
the  open,  instead  of  hiding  it  among  the 
phone  calls  between  reporters  and  their 
contacts  and  concealing  it  behind  the  doors 
of  a  newspaper’s  story-planning  meeting. 

Why  would  more  inclusive  agenda-set- 
ting  be  beneficial  to  both  the  media  and  the 
public?  Here  are  what  critics  say  are  the 
results  of  the  media’s  relentless  hold  on  the 
premise  of  objectivity: 

•  Politics  appears  complicated  and  unex¬ 
citing  —  resulting  in  voter  apathy. 

•  The  press  is  less  able  to  foster  democ¬ 
ratic  conversation. 

•  Objectivity  leads  to  remoteness.  In 
turn,  this  remoteness  doesn’t  allow  the 
media  to  truly  address  issues  relevant  to 
the  public. 

•  Remoteness  leads  to  self-absorption. 


Media  critic  James  Carey  points  out  that 
this  self-absorption  leads  to  the  media  using 
its  vision  of  the  world  to  decide  on  what  it 
reports.  Hence,  the  inordinate  coverage 
concerning  JFK  Jr. 

Jay  Rosen  and  others  who  have  written 
in  support  of  public  journalism  make  a  case 
that  these  results  are  measures  of  the  press’ 
distance  from  the  public. 

Rosen  says  that  public  journalism 
bridges  the  distance  between  readers  and 
the  press  by  “forming  the  public  [which] 
had  to  become  an  antecedent  goal  to 
informing  the  public.”  Considering  the 
extent  to  which  major  newspapers  through¬ 
out  the  country  are  losing  circulation,  the 
argument  for  public  journalism  is  receiving 
a  serious  listen  by  some  journalists. 

Is  public  journalism  the  next  logical  step 
for  the  press  in  an  effort  to  reconnect  with 
readers?  Or  is  it  a  fad  to  be  discarded?  At  a 
minimum,  two  choices  seem  readily  appar¬ 
ent:  either  continue  the  stance  of  presumed 
detachment  and  objectivity  and  find  other 
ways  to  cope  with  the  disconnect  between 
the  press  and  the  public,  or  directly  engage 
the  public  in  the  setting  of  agendas. 

And  there  really  isn’t  a  better  time  to 
make  this  decision  about  public  journalism 
than  right  now.  It’s  not  an  overstatement  to 
say  the  distance  between  the  public  and  the 
press  is  growing  in  our  society,  with  delete¬ 
rious  effects  on  civic  involvement. 

“We  are  moving  to  a  system  where  there 
are  two  different  realms  of  citizens.”  says 
David  Cohen  of  the  Advocacy  Institute.  “A 
society  in  which  those  with  the  resources 
are  going  to  ...  dominate  the  debate  and 
outcomes”  while  others  are  not  going  to  be 
able  to  effectively  contribute.  The  media 
need  to  ask  if  public  journalism  can  thwart 
that  growing  societal  split  by  reinvolving 
the  average  citizen  in  American  life.  ■ 


St.  John  is  a  communications  programs 
specialist  for  the  U.S.  Postal  Service  in  St. 
Louis  who  is  pursuing  media  studies  in  a 
doctoral  program  at  St.  Louis  University. 
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